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90 Advertisers Combine to Arouse Public Opinion 


Rough Proofs 


Suggestions on “How to be a per- 
fect hostess,” offered by Coca-Cola, 
are illustrated with a picture of a 
bucket overflowing with ice-cubes. 
The rest of the booklet is equally 
apropos. 

~~ vv 


The elephant is getting ready to 
trumpet at the Chicago Stadium. But 
the national committee seems to have 
overlooked getting Johnny Tarzan 
Weissmuller to do the yodeling. 


7 F F 


The Hartford is sure that Friday 
the thirteenth and black cats cross- 
ing your path no longer intimidate. 
No, of course not; but, mister, don’t 
ever walk under a ladder! 


7 Vv FY 


The bathing-suit industry seems to 
be directed by the chap who they say 
has learned more and more about 
less and less. 

vgy¥#seeyV 


At that, the success of the swim- 
suit entrepreneurs seems to demon- 
strate that for some businesses there 
is no point of diminishing returns. 


* oo 


A new product, Lee Bristol says 
in his latest book, is considered 
guilty until proven innocent. Just 
like a new advertising manager. 


7’ ¥ F 


The L. E. Waterman Company is 
boosting fountain-pens with displays 
showing sculptures of famous hands. 
The most distinguished one which 
has been omitted is the royal flush. 


7, F F 


New Greyhound buses, to be used 
at the Century of Progress Exposi- 
tion next year, will resemble dachs- 
hunds, it is reported. Sounds like a 
sad case of canine miscegenation. 


. - = 


The demand for clothes-line has 
a Southern factory running over- 
time, a bit of news which may seem 
ominous to certain ex-bankers and 
stock promoters. 


= = = 


The Louisville Courier Journal 
sponsored a national spelling-bee, 
broadcast from Washington. Wonder 
if they included the old Louisville 
favorite, “jeopardize”? 


Ae De 


“Jeopardize” went into the perma- 
nent archives down there when a 
candidate for superintendent of 
schools was found to have defined it 
as “acting like a jeopard.” 


ee 


Toddy, the new drink, is to have 
the support of the milk industry. 
Toddy, the old one, would have 
scorned it. 

, Ff 


If the Dearborn back-to the-farm 
philosophy really takes hold, the 
new picture of rural prosperity will 
be forty acres and a Ford. 


* v¥ 


“Congressmen,” suggests Postal 
Telegraph, “often appreciate a direct 
expression of the wishes of their 
constituents.” 

Better ask Senator 
about that. 


Brookhart 


Cory Cus. 


DIVERT RADIO 
TIME TO DEMAND 
FOR ECONOMIES 


General Motor’s President 
Leads Procession 


New York, June 10.—General Mo- 
tors’ program, “Parade of the 
States,” over National Broadcasting 


Alfred P. Sloan, Jr. 


Company’s network Monday night 
launched a parade of presidents of 
some of the biggest companies in the 
country, insisting on reduction of 
Government, state and municipal ex- 
pense as an essential part of the pro- 
gram to balance the budget and 
achieve economic recovery. 

Alfred P. Sloan, president of G. M. 
C., spoke for five minutes on this 
subject. Other companies using 
either network will devote part of 
their programs to similar expressions 
by their executives, designed to 
arouse public opinion. Thus, every 
day, for the next few weeks, a prom- 
inent advertiser will state his views. 


Conceived by Bell 


The plan was initiated by James 
F. Bell, president of General Mills, 
Inc., and found ready response from 
users of both networks. Mr. Bell’s 
invitation said: 

“With the country facing impor- 
tant economic, industrial and social 
problems, it is not enough for busi- 
ness merely to take a critical atti- 
tude toward government nor yet to 
stand aside while these problems re- 
main unsolved. It has the obliga- 
tion to help create a sentiment for 
applying business principles to gov- 
ernment. Our problems are not in- 
soluble. The country has untold re- 
sources. 

“The important thing is to apply 
them so that there will be no waste 
and no want. The waste must be 
abolished, and help provided for 
those in need until economic recov- 
ery permits the unemployed to be 
reabsorbed into industry. 

“The public should be fully in- 
formed about these problems and 
should make its opinion and wishes 


(Continued on Page 13) 


Paid Testimonials 
Are Not Unfair to 
Competitors, Ruling 


New York, June 8.—Reversing the 
Federal Trade Commission, the 
United States Circuit Court of Ap- 
peals for the Second Circuit held 
Monday that paid testimonials need 
not be labeled as such in the adver- 
tising as long as they are truthful. 

The Federal Trade Commission’s 
order, dated Dec. 14, 1931, ordered 
the Northam Warren Corporation to 
cease and desist from the use of 
“testimonials and endorsements of 
its toilet articles and preparations, 
for which the company has paid sub- 
stantial sums of money without dis- 
closing that fact in the advertise- 
ments.” 

Cease and desist orders were later 
issued against Pond’s Extract Com- 
pany and Standard Brands, Inc., 
that against the latter covering 
Fleischmann’s Yeast and Chase & 
Sanborn Coffee. 

Northam Warren Corporation con- 
ceded that it paid well-known per- 
sons for consent to use their testi- 
monials with their signatures, but it 
contended that the testimonials were 
truthful expressions. J. Walter 
Thompson Company placed the copy. 

Mrs. Howard Chandler Christy, the 
only endorser examined by the Fed- 
eral Trade Commission, testified that 
her testimonial was voluntary and 
that she sought the opportunity to 
express her appreciation of Cutex. 


Holds Copy Deceptive 


The Commission ruled, however, 
that failure to disclose that the ad- 
vertiser paid for the testimonials 
“has the capacity and tendency to 
mislead and deceive the ultimate 
purchasers of the preparations into 
the erroneous belief that the testi- 
monials are entirely voluntary and 
unbought, and tends to and does di- 


vert trade from competitors who do 
not use purchased testimonials in 
advertising their products.” 

“The question,” ruled the Circuit 
Court, “is therefore, whether Con- 
gress has conferred upon the Federal 
Trade Commission jurisdiction, in 
the interest of the public, to prohibit 
as an unfair method of competition, 
tending to create a monopoly or un- 
duly to restrain trade, the use of 
admittedly truthful testimonials, un- 
less accompanied by a statement that 
payment has been made for their 
use. 

No Other Charges 


“There is no claim of misbranding, 


falsity or insufficiency in the state-. 


ment labeling the product. In such 
case action by the Commission would 
be justified under the provisions of 
the act, for such would be deception 
necessarily tending to promote un- 
fair competition with those who 
were selling the true article as the 
genuine product. 

“The quality of the company’s 
products is not brought into ques- 
tion; nor is there a charge that its 
products were inadequately labeled 
or so testified to, by testimonials, as 
to induce the public to purchase 
from it under practices of deception. 
The endorsements are said to be nei- 
ther exaggerations nor untruthful. 
There is no claim of monopoly. 

“It would seem, therefore, that 
there was no violation of the Sher- 
man Anti-Trust or Clayton Acts. 
While the testimonials, if having 
merit, may tend to increase the vol- 
ume of business, still, if an honest 
opinion is expressed under the signa- 
ture of the giver of such testimonial, 
the public cannot be presumed to be 
induced to purchase the petitioner’s 

(Continued on Page 12) 


Last Minute News Flashes 


Alvin E. Dodd Resigns from Kroger Post 
Cincinnati, O., June 10.—Alvin E. Dodd has resigned as vice-president 
in charge of the merchandising division of Kroger Grocery & Baking Co. 


Squibb Aspirin to Soule, Feeley & Richmond 


New York, June 10.—E. R. Squibb & Sons have appointed Soule, 
Feeley & Richmond, New York, to direct the advertising of Squibb 


Aspirin. 


Wilfred Fry Gets Diploma After 36 Years 


Northfield, Mass., June 10.—Wilfred W. Fry, president of N. W. Ayer 
& Son, who left Mt. Herman School just before graduation in 1896 to 


care for his widowed mother, was 


presented with his diploma at the 


June 6 commencement exercises at which his son, Wayland W. Fry, was 


graduated. 


Against U. S. Restrictions on Broadcasting 
Washington, D. C., June 10.—The Federal Radio Commission reported 
to the Senate yesterday that Government restriction of radio advertising 
is impracticable at present and that the Commission has no authority to 


limit commercial use of radio. 


Air Mail Rates to Jump July 6 
Washington, D. C., June 10.—Effective July 6, air mail rates will be 


8 cents for the first ounce, 13 cents for each additional ounce. 


RUSH PLANS TO 
PUT NEW TAXES 
INTO OPERATION 


Three-Cent Postage Effec- 
tive July 6 


Washington, D. C., June 10.—The 
new manufacturers’ excise taxes take 
effect June 21. Three-cent postage is 
effective July 6. The tax on boats 
and yachts becomes operative July 1, 

The field force of the Bureau of 
Internal Revenue will be able to 
handle the additional work without 
expansion for the time being. The 
miscellaneous tax division of the Bu- 
reau of Internal Revenue at Wash- 
ington will be greatly expanded to 
care for the new excise, miscella- 
neous and stamp taxes. 


Those affected by the taxes effec- 
tive June 21 will make their first 
return for the period June 21-30 and 
payment will be due July 31. Re- 
ports will be made monthly there- 
after, with payment due at the end 
of the succeeding month. 

Manufacturers and others are 
rushing sales before June 21, since 
there is no “floor tax” and the Bu- 
reau of Internal Revenue cannot levy 
a tax on inventory. 

A system of certificates is being 
developed to prevent pyramiding of 
manufacturers’ sales taxes. The taxes 
will be collected from the last pro- 
ducer. An automobile manufacturer 
may purchase sheet steel from a mill 
under a_ tax-exempting certificate, 
but the steel will be included in the 


(Continued on Page 2) 


PARSON'S COPY 
WON WOOLWORTH 


New York, June 10—Hubert T. 
Parson, president of F. W. Wool- 
worth Co. for 13 years, resigned 
Wednesday on reaching the company 
retirement age, 60. He started with 
the company as a bookkeeper in 1892. 

He is succeeded by Byron D. 
Miller, formerly vice-president and 
treasurer. A. L. Cornwell, a direc- 
tor, was elected a vice-president to 
succeed Mr. Miller and C. S. Wool- 
worth, brother of the founder, was 
re-elected chairman of the board. 

Starting with the Atlantic Cheml- 
cal Company as an office boy at $4 a 
week when 17, Mr. Parson later be- 
came a partner in a chicory import- 
ing firm. At 20 he described himself 
in a want ad. as “an energetic youth” 
and was hired by Frank W. Wool- 
worth as a $12-a-week bookkeeper. 

At that time the number of stores 
in the Woolworth chain was 14, and 
its executives were three—Mr. Wool- 
worth, Mr. Parson, and a buyer. Mr. 
Parson rose in the company, step by 
step, thoroughly familiarizing him- 
self with the operating details, until 
he became vice president. He suc- 
ceeded to the presidency when Mr. 
Woolworth died in 1919. 


Mr. Parson continues as a director. 
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ADVERTISING AGE 


June 11, 1932 


RUSH TO APPLY 
NEW TAX LAW 


(Continued from Page 1) 


car when the latter is taxed in its 
sale. 

Exceptions to this rule are tires, 
inner tubes and furs. A credit is 
provided, however, in the case of 
sale of automobiles having tires or 
tubes on which a tax has been paid. 


Tax All Accessories 


The new tax on automobile acces- 
sories is to be enforced against all 
items which might be used as acces- 
sories even if they are not so used. 
A battery actually used in a motor 
boat will be taxed as an automobile 
accessory. 

The new law recognizes the place 
of ticket scalpers in the scheme of 
things, levying a flat 10 per cent tax 
on all admissions above 40 cents, re- 
gardless of what the box-office price 
may be. 

The jewelry industry is congratu- 
lating itself on an apparent oversight 
by framers of the new revenue law. 
While the bill taxes nearly every- 
thing handled by a jewelry store 
sold at $3 or more, sterling silver 
Was apparently overlooked. Silver- 
plated ware is specifically exempted. 

Sporting goods are hit with a 10 
per cent tax. Playing cards and chil- 
dren’s toys and games are the only 
lines handled by sporting goods 
stores which are exempt. 

The tax on toilet preparations is 
all-inclusive. It levies 10 per cent 
on perfumes, essences, extracts, toi- 
let waters, cosmetics, petroleum 
jellies, hair oils, pomades, hair dress- 
ings, hair restoratives, hair dyes, 
and many other articles; and 5 per 
cent on tooth and mouth washes, 
dentifrices, tooth paste, and toilet 
soaps. 

In addition to providing 3-cent 
postage, the law increases second- 
class rates. Advertising portions of 


Clayberger Is 
President of 
National B. B. B. 


New York, June 10.—R. P. Clay- 


berger, treasurer of Calkins & 
Holden, New York, was. elected 
president of the National Better 


Business Bureau, Inc., by the board 
of directors at the annual meeting. 
Ellery W. Mann, president of Zonite 
Products Corp., New York, was 
elected secretary-treasurer. 

In addition to the officers, mem- 
bers of the board for the coming 
year include O. J. Elder, supervising 
advertising director, Macfadden Pub- 
lications, New York; Alfred C. Ful- 
ler, president, Fuller Brush Com- 
pany, Hartford, Conn.; Paul Willard 
Garrett, director of public relations, 
General Motors Corp., New York; 
D. L. Hedges, business manager, 
Good Housekeeping, New York; 

Gilbert T. Hodges, executive board, 
The Sun, New York; Louis E. Kir- 
stein, vice-president, Wm. Filene’s 
Sons & Co., Boston; I. E. Lambert, 
vice-president and general counsel, 
R. C. A. Victor Co., Camden, N. J.; 
G. F. McClelland, first vice-president, 
National Broadcasting Co., New 
York; G. Lynn Sumner, president, 
G. Lynn Sumner Co., New York; 
Cc. C. Younggreen, vice-president, Mc- 


Junkin Advertising Co., Chicago, 
and Daniel P. Woolley, vice-presi- 
dent, Standard Brands, Inc., New 
York. 


Chicago Agency Named 
by Insulite Company 


The Insulite Company, Minneapo- 
lis, wall board and acoustical mate- 
rials, has appointed Blackett-Sample- 
Hummert, Inc., Chicago. L. A. Crow- 
ell is account executive. 


magazines are assessed 2 cents for 
the first and second zones up to 10 
cents for the eighth zone. These 
rates are effective July 1. 


HOW EXCISE TAXES WILL BE LEVIED 


MANUFACTURERS’ EXCISE TAX. 


Lubricating oil, 4 cents per gallon..............cccecccccces 33,000,000 
Brewers’ wort, 15 cents gallon; malt sirup, 3 cents per pound; 

grape concentrates, 20 cents per gallon.................. 82,000,000 
Tires and tubes, 24 and 4 cents per pound................. 33,000,000 
Toilet preparations, 10 per cent; dentifrices, mouth-washes 

ee es i ON, ci ikccceswedccdidoanansecons 13,500,000 
Furs, 10 per cent; jewelry, 10 per cent, with exemption for 

plated silverware and articles up to $3.................. 9,000,000 
ee ae wh wha een ee eee enee ke 32,000,000 
ae ee ee ee eke eke wa 3,000,000 
WOPen ORE BOCSNNOTIOD, F POF GORE. cos ccccsscccccccccccesces 7,000,000 
Radios and phonographs, 5 per cent..................0000- 9,000,000 


Mechanical refrigerators, 5 per cent 
PEPORTENS BOE Bete, BO BOP GORE. cc ccccvccccccevceseeccsesee 
Sporting goods and cameras, 10 per cent...............-eeee8 
Matches—Wood, 2 cents per 1,000; paper, 1% cent per 1,000.. 
ee ass ed cis WO LAURE RK AREw whe Radha OED 
Chewing gum, 2 per cent 
i, i: CN es eke Rae ad wee he ceed meek eed} ars 
Electrical energy, 3 per cent, domestic and commercial con- 


5,000,000 
2,000,000 
4,000,000 
4,000,000 
1,000,000 
7,000,000 


Ee rey ee 
Gasoline, 1 cent per gallon.......... 


ee 


39,000,000 
150,000,000 


ey 


eS See eee es Pee $ 450,500,000 


TARIFFS. 
Oil, % cent gallon; 2% cents on gasoline; petroleum wax prod- 
ucts, 1 cent per pound; coal, 10 cents 100 pounds; lumber, 


$3 per 1,000 feet; copper 4 cents per pound.............. $ 


6,500,000 


MISCELLANEOUS 
Telephone, 10 cents between 50 cents and $1; 15 cents, $1 to 


9 


$2; 20 cents over $2; telegraph, 5 per cent; cable and 


cena ceased ineee se anda beeeed 22,500,000 
Admissions, 1 cent per 10 cents on admissions over 40 cents.. 42,000,000 
ee ee Ge 2 OP BOG, 5. vc ccccasevevccscvsseccede 8,000,000 
er Cee , Oe OOP GOES occ ccccccusesecsviceevenees 1,000,000 
a a ae bag a baa kg RW EO we RmR oh Oe 78,000,000 
ee ee ee, Ss 5 kee 60608 eee bes eereee ee 500,000 

I le aera esha CA ae a re a a OES 5 ea $ 152,000,000 

STAMP TAXES. 
Bond and stock issues, 10 cents per $100.................46. $ 6,500,000 
Stock transfers—Shares selling under $20, 4 cents; shares sell- 

eS REPT rr rer rerre crc rere 20,000,000 
eee See. & ONES BEF GOTO, 5 osc ccccscsccccesesaserrs 5,000,000 
Conveyances, 50 cents on $100 to $500; 50 cents per $500 in 

PN Ae Ee US scales chased Oy eh Weak aR SRC EG OCs eaT eS 8,000,000 
Produce sales for future delivery, 5 cents per $100.......... 6,000,000 

eee ee ty ee ee eee Tee er $ 45,500,000 


POSTAL. 


Increase first class rate to 3 cents; 


increases 


Grand total in Di). .....cereces 


various second class 
eer e ee ee ere ee $ 160,000,000 


re ee eee Te eres $1,118,500,000 


Brockson May Be 
E. A. A. President 


W. I. Brockson,*Stee? Sates Corp.. 
has been nominated for president of 
Engineering Advertisers’ Assn., Chi- 
cago. Other nominations: 

For vice-president, Milo E. Smith, 
Chicago Bridge & Iron Works; sec- 
retary, A. DeYoung, Whiting Corp.; 
treasurer, E. J. Patton, Stephens- 
Adamson Mfg. Co. 

For directors: L. McLouth, Sauer- 
man Bros.; Harry L. Delander, Crane 
Co.; Wilmer T. Cordes, American 
Steel & Wire Co.; George C. Wil- 


liams, Northwest Engineering Co.; 
Keith Evans, Jos. T. Ryerson & 
Sons; C. L. Haskins, National 


Petroleum News. 


Classified Managers 
Hold Annual Election 


J. H. Butler, Houston (Tex.) 
Chronicle, was elected president of 
the Association of Newspaper Classi- 
fied Advertising Managers at Pitts- 
burgh this week. Other officers: 


First vice-president, James Mc- 
Govern, Pittsburgh Press; second 
vice-president, E. F. Emmel, At- 
lanta Georgian; secretary (re- 


elected), C. M. Carroll, New York 
Times; treasurer (re-elected), 
Charles Hardin, Columbus Dispatch. 

The Los Angeles Examiner was 
awarded a victory placque for the 
most constructive sales work of the 
year. 


Marenberg Elected 
by New Toledo Club 


Maurice Marenberg, Caslon Press, 
was elected president of the reor- 
ganized Sales and Advertising Club 
of Toledo June 1. Homer E. Willard 
is first vice-president; P. R. Hughes, 
second vice-president and Charles 
Gernheuser, secretary-treasurer. 

Directors are Frank D. Boone, H. 
R. Sturgeon, Ralph Way, A. W. Dean, 
R. G. Ewell, H. A. Frey and P. A. 
Burt. 


Appointed for Soap 
Robbins & Pearson Co., Columbus, 
O., has been appointed by Hewitt 
Bros. Soap Co., Dayton, O., Easy 
Task soap chips and other soaps. 


Thine Names Agency 

Thine Products, Inc., New York, 
Thine toilet preparations, has ap- 
pointed Bermingham, Castleman & 
Pierce, New York. 


Refrigerator 
Distributors 
Tell Wrongs 


Chicago, June 10.—Elimination of 
“no down payment” and other over- 
generous selling terms was one of 
the requests made of radio and elec- 
trical manufacturers in a platform 
adopted here by directors of the Na- 
tional Association of Radio Refrig- 
eration and Electrical Distributors 
and National Federation of Radio 
and Electrical Associations in a joint 
meeting. 

The platform also asks: 

“Allowance to distributors by man- 
ufacturers for labor charges in re- 
placing defective parts within the 
guarantee period. 

“Allowance to distributors by man- 
ufacturers for labor charges in re- 
finishing cabinets within the guar- 
antee period. 

“Payment of freight or express 
charges, both ways, by the manu- 
facturer, on defective merchandise 
returned to the factory for repair or 
replacement. 

“Protection against change in 
price or models for distributor and 
retailers with rebates for stocks on 
hand. 

“Reduction of excessive guaran- 
tees against defective parts or serv- 
ice charges by the manufacturer, un- 
less accompanied by an adequate 
allowance. 

“Tf list prices are mentioned in 
local advertisements, the list price 
should be the Installed Price—in- 
cluding delivery and installation in 
the home. 

“Promote and stimulate the edu- 
cation of service departments for 
electric refrigerators.” 


Name Devine-Tenney 
Greenwood (Miss.) Commonwealth 
and Columbus (Miss.) Dispatch have 
placed their national representation 
with Devine-Tenney Corp. 


New Flexlume Company 

Flexlume Neon Displays, Inc., has 
been formed at Buffalo by Chester 
O. Gale, president, and Nathan 


Oppenheimer, Jr., treasurer. 


AUBURN APPEAL 
FILLS DEALERS’ 
ESTABLISHMENTS 


Auburn, Ind., June 9.—With page 
copy released this week in 33 cities, 
Auburn Automobile Company capi- 
talized the intense interest in cre- 
ating employment by announcing 
price reductions designed to put 
thousands of men back to work. 

This appeal brought 20,000 people 
to the Auburn showrooms the day 
the copy appeared, assuring expan- 
sion of the campaign. 

The plan was first tested in St. 
Louis, where the combination of 
bargain prices and big space enabled 
the local Auburn distributor to sell 
more cars in ten days than Ford, 
Chevrolet and Plymouth combined, 
according to the company. 


Gives Campaign Cue 


Consequently, the national cam- 
paign was planned on the basis of 
direct competition with the lowest- 
priced cars. The current copy com- 
pares Auburn’s delivered prices with 
those of the 10 lowest-priced cars, 
calling particular attention to the 
difference between Auburn and Ply- 
mouth quotations. 

The advertising does not name 
the competitive makes, but identi- 
fies them by description and price. 
Dealers were instructed to assist 
consumers who didn’t catch on 
quickly. 

Thus, while the campaign has a 
sale appearance, it is in reality an 
aggressive trade-up effort intended 
to divert sales from low-price cars 
to Auburn models costing from $125 
to $300 more. P. P. Willis Corp., 
Chicago, is the Auburn agency. 


Dotted Line Club 


Has Golf Tournament 


The Dotted Line Club of Chicago, 
composed of business-paper advertis- 
ing salesmen, had its annual golf 
tournament at the Mohawk Country 
Club June 6. M. C. Robbins, Rob- 
bins Publications, won the prize for 
low net; E. T. Eyler, F. W. Dodge 
corporation, was second, Gene Smith, 
of Food Industries, third and W. R. 
Swartwout, Bakers’ Helper, fourth. 

P. H. Oliver, Hobart Paper Co., 
had low gross, and George E., An- 
drews, Steam Plant Engineering, 
was second. L. C. Pelott, Penton 
Publishing Company, had the small- 
est number of putts, and Ray Deen, 
American Machinist, had the long- 
est drive. 


Harrison Successful 
in Seattle Campaign 


Web. R. Harrison was elected 
president of the Advertising Club of 
Seattle at the annual meeting. Orrin 
Hale, H. O. Stone and Miss Wilma 
Lepisto are vice-presidents. J. A. 
Hazard is treasurer. 

Directors are Lee R. Double, re- 
tiring president, ex officio; Thomas 
O. Eichelberger, Ben J. Sweetland, 
R. D. Friend and Clarence Paulson. 


Invite Retailers to 
Distributors’ Show 


A retailers’ night will be a feature 
of the 1932 convention of National 
Food Distributors’ Assn. at Hotel 
Sherman, Chicago, Aug. 15-17. 

The convention will take the form 
of an open forum. An exhibition 
of food products will be held. 


Logan “Times” Chief 

Major A. F. Logan has become 
general manager of the plant and 
commercial division of Seattle Times. 
He will be assisted by Nyman E. 
Helland, former advertising director. 
This post goes to Lew Snyder, man- 
ager of the commercial division, who 
is succeeded by R. H. Burke. 


Cherington to N. Y. U. 


Paul T. Cherington, president of 
American Marketing Society, New 
York, will join the faculty of the 
department of marketing, New York 
University, on a half-time basis for 
1932-33. 
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: | Pa = 8 THE NEW FORD 


THE NEW PLYMOUTH 


THE NEW CHEVROLET 


IN ROTOGRAVURE 


ace ss Aer 


OGRAVURE 


ROT 


ie 


@ The International Paper Company here presents the 1932 aspirants 


for popular favor in the low price automobile market to demonstrate 


the advantages of rotogravure advertising. Never before in auto- 


mobile history have American factories produced such fine cars at 
such a price. Never before has there been such beauty of design in 
the $500 class. These qualities are reproduced, and actually dramc- 
tized, in rotogravure reproduction—every lovely detail, every reflec- 


tion is faithfully and sympathetically reproduced in this medium 
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FIRE-CHIEF HAT 
REACHING INTO 
THIRD MILLION 


Texaco Novelty Takes 
Country by Storm 


New York, June 10.—Accurately 
appraising public temper and trans- 
lating it into sales, The Texas Com- 
pany has sold its dealers more than 
2,000,000 fire helmets, in a unique 
complementary campaign for Fire- 
Chief Gasoline. The company or- 
dered first, 1,000,000 Fire-Chief hats; 
found it had under-estimated demand 
and ordered a million more; discov- 
ered that number inadequate and 
bought another million. 

The fire helmets provided the 
spark plug for one of the largest 
and most driving magazine, news- 
paper and outdoor and radio cam- 
paigns of the year. They kindled 
enthusiasm of dealers to the blazing 
point and created an almost unpre- 
cedented demand for and use of other 
dealer helps, as well as an amazing 
volume of dealers’ advertising in 
newspapers. 

The price to dealers for the Texaco 
Fire-Chief hats is $6.75 per hundred. 
The company made suggestions as 
to distribution, but these were su- 
perfluous. Service stations and dis- 
tributors revealed remarkable _in- 
genuity in making the hats ring the 
cash register. 


Parades Everywhere 


The only suggestion that found 
universal acceptance was that the 
new gasoline be launched with a 
parade. Almost every city of im- 
portance in the country held a Fire- 
Chief parade. In many cases, the 
lecal fire department, getting into 
the spirit of the thing, provided some 
of its equipment for the pageant. 


In Jacksonville, Fla., a real three- 
alarm fire, breaking just as the pa- 
rade ended, added more excitement. 

Gallonage made remarkable gains. 
The popularity of Fire-Chief not only 
increased sales of Texaco Golden 
Motor Oil, but helped dealers sell 
drains, lubrication jobs and packaged 
goods. 

The slogan of magazine and news- 
paper advertising is: “Originally de- 
veloped for fire engines. Now yours 
at no extra price.” 

While the public, weary of depres- 
sion talk, reacted to the Fire-Chief 
drama almost automatically, the 
company has urged dealers not to de- 
pend exclusively on the holiday spirit 
engendered by the use of Fire-Chief 
hats, but to tie in so effectively with 
all new and old business that demand 
for Fire-Chief gasoline will remain 
after the hats have disappeared. 

“Talk about power every time you 
talk about Fire-Chief,” was the ad- 
vice to stations. “After you have 
put in a tank of Fire-Chief, ask the 
customer to notice the increase in 
power. Fire-Chief is the name — 
power is the ‘buy-word.’” 


Methods of Distribution 


Though some stations limited dis- 
tribution of Fire-Chief hats, the ma- 
jority gave them away without 
charge to children, on the theory 
that their elders would be impressed 
by such generosity and reciprocate 
by using Fire-Chief gasoline. 

Fire-Chief hats became so popular 
that local enterprises tied up with 
the promotion in many cases. At 
Knoxville, Tenn., a theater provided 
Fire-Chief hats for their ushers. A 
cab company asked for hats for their 
drivers. 

In another, a dance orchestra 
donned Fire-Chief hats. A movie 
theater collaborated by displaying a 
serial, “Heroes of the Flames,” on 
the day the local parade was sched- 
uled. All children were admitted 
free and each was presented with a 
Fire-Chief hat. 

Policemen in Oklahoma City wore 
Fire-Chief hats for a day. Firemen 


ED WYNN READY TO ANSWER AN ALARM 


in convention at Denver were good 
customers also. One station pre- 
sented a hat to every child who 
would give the name and address of 
his father for direct mail cultivation. 

In Camden, Ark., the ever-willing 
local firemen staged a few fake runs 
to create interest in Fire-Chief, 
throwing Fire-Chief hats out of the 
windows of the “burning buildings” 
to the crowds below. 

While Texaco Fire-Chief is a reg- 
ular price gasoline, Ethyl will be 
combined with it as Texaco-Ethyl, a 
premium gas. 


‘Time,’ Chain 
Share Cost of 
Radio Program 


New York, June 10.—“The March 
of Time,” the unique radio program 
developed as a promotional series by 
Time, will return to the air Sept. 9, 
sponsored by the Columbia Broad- 
casting System as well as the maga- 
zine. It will be the first time Colum- 
bia has sponsored a commercial pro- 
gram. 

Negotiations between Columbia 
and its client were influenced largely 
by the prestige of the program. 
When “The March of Time” ended a 
six-months’ run via Columbia last 
winter, 22,231 letters were received 
protesting against its departure. 

Overtures were made by several 
advertisers who offered to sponsor 
the program in part or in full, with 
a short commercial in their behalf 
at the beginning and end. The maga- 
zine refused to make any such deal. 

The new arrangement with Colum- 
bia will leave production of the pro- 
gram in the hands of Batten, Barton, 
Durstine & Osborn, Inc., who pro- 
duced the other “Marches of Time.” 
The only change will be that Colum- 
bia will sponsor the first two months 
of the series, after which the con- 
tract calls for sponsorship by Time. 


Three Select Grey 


Grey Advertising Service, New 
York, has been retained by Blyn 
Shoes, operating 12 stores; Rambler 
Shoes, 10 stores; and Salomon & 
Phillips, distributors of Meltonian 
cream and Propert’s leather and sad- 
dle soap. A. Lawrence Noveck, late 
of Hirshon-Garfield, Inc., has joined 
Grey. 


Yambert Transfers 


After serving Graphic Arts En- 
graving Co., San Francisco, Ralph F. 
Yambert has become vice-president 
of Kay Directed Advertising, San 
Francisco. He was formerly space 
buyer for Emil Brisacher & Staff. 


Chartrand Sole Owner 


Enos Chartrand has bought the in- 
terest of Jacob Monsky in Associ- 
ated Typographers, New York, and 
has become president. 


Now Wilson & Haight 


Jesse J. Haight has become an 
officer of Howard C. Wilson & Asso- 
ciates, Hartford agency, the name 
being changed to Wilson & Haight, 
Inc., specializing in advertising for 
public utilities. 


Joins “Junior Home” 


Robert T. Devlin has become ad- 
vertising manager of Junior Home, 
Chicago. He was formerly with 
Macfadden Publications. 


Rose Acceptance Agency 


Edward Wm. Rose Co., Chicago, 
has been appointed by Gallatin Ac- 
ceptance Corp., Chicago, operating a 
ee service for doctors and den- 
tists. 
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Representatives Pick 
Austin B. Fenger 


Austin B. Fenger, vice-president of 
Fenger-Hall Co., is the new presi- 
dent of the San Francisco Publishers 
Representatives Assn. 

His staff will be: Paul Thompson, 
advertising manager, Sunset Maga- 
first vice-chairman; J. C. 
Allison, vice-president, Stypes-Allison, 
second vice-chairman; Lloyd Ham- 
ilton, R. J. Birch Co., secretary- 
treasurer. 


Teachers Quit A. F. A.; 
May Publish Paper 


National Assn. of Teachers of 
Marketing and Advertising has with- 
drawn from the Advertising Feder- 
ation of America, feeling the two 
have less in common than when ad- 
vertising was younger. 

The association is considering 
publishing a paper and President 
Lyon has appointed a committee to 
study the project. 


Tower Magazines 
Name Erwin, Wasey 
Tower Magazines, Inc., New York, 
has appointed Erwin, Wasey & Co., 
Chicago, to direct its advertising. 
Magazines, newspapers, trade pa- 
pers and direct mail will be used. 


Jones Opens Office 


E. Newell Jones, formerly with 
Fisk Rubber Co., Chicopee Falls, 
Mass., has opened an advertising 
office at Springfield, Mass. 


Hirschmann Doubles Up 


I. A. Hirschmann, publicity direc- 
tor for Lord & Taylor, New York, 
will also act in the same capacity 
for Hahne & Co., Newark. 


Agency for Puffles 


Puffles Mfg. Co., Dundee, IIL, 
manufacturers of a patented food 
product, has placed its account with 
Hurja-Johnson-Huwen, Inc., Chicago. 


College Picks Bedford 
Bedford Advertising Agency, Inc., 
New York, has been appointed by St. 
John’s College, Brooklyn. 
Po ae 
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FREE RECORDS 
CREATE SALES 


New York, June 10.—A free disc 
every month for a year has proved a 
powerful stimulant for the record 
business of the Columbia Phono- 
graph Company. It is offered with 
a radio-phonograph combination sell- 
ing at $118. 

The buyer gets this service by 
mailing a card accompanying the in- 
strument to his dealer. 

H. Curtiss Abbott, vice-president 
in charge of distribution, said the 
plan has overcome the chief resist- 
ance to repeat business in records— 
the natural inertia of the owner, to 
whom it is annoying to have to 
search for new selections. 

His taste whetted by monthly re- 
ceipt of new hits, however, he is 
quick to buy others regularly and of 
his own accord, it has been proved. 


Columbia Phonograph 
Back in Broadcasting 


Columbia Phonograph Co., which 
originated and later withdrew from 
Columbia Broadcasting System, has 
re-entered broadcasting through an 
agreement with Station WJJD, Chi- 
cago. 

Columbia will assist in the develop- 
ment and presentation of programs 
over this station. 


Lundy to Seattle 


Donald B. Lundy, who handled 
DeVaux advertising for James 
Houlihan, Inc., at Grand Rapids, 
Mich., is a principal in Lundy & 
Craig, new Seattle agency. His part- 
ner is Daly Craig, former advertis- 
ing manager of Hudson Bay Co., 
Vancouver, B. C. 


Name Parsons & Demper 
California Citrograph, Los An- 

geles, has appointed Parsons & 

Dempers as special advertising rep- 

resentatives in the Mid-West. 
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ut yourself 
a prece of cake 


E are thirty years old this month and proud to be 
identified as the largest and most complete photo- 
engraving establishment in Chicagoland. This is of 

vital significance to you, even in the purchase of a minimum 
halftone because substantial growth in an organization is never 


accomplished by subterfuge. 


Neither price-cutting tactics, which lead to an inferior product 
nor excessive charges that cause a dwindling clientele could be 
a part of such an up-building. Both would prevent leadership 


like ours. 


When the price is right, and the product is of unquestioned 
excellence there is only one further consideration of importance 
—that of service. And what dependable service awaits you 


here! 


It is an agreeable experience to get acquainted with the 


individuals who will look after your work in our plant. They 
have been here for years—they know their business, the biggest 
part of which is to see that you always get satisfaction. 


We invite you to make yourself at home! 


JAHN & OLLIER ENGRAVING CO. 
Telephone MONroe 7080 
819 West Washington Boulevard Chicago 
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Institutional Advertising Goes to 
Work 


The changing times have produced 
no more interesting results than are 
to be found in the character of cur- 
rent institutional advertising. It has 
taken off its silk hat and frock coat 
and got down to work. 

Many advertising critics have be- 
labored institutional advertising in 
the past as worthless and ineffective. 
They have insisted that unless ad- 
vertising has a definite sales objec- 
tive, it’s not worth publishing. We 
do not share that belief, since some 
of the finest and most effective ad- 
vertising that has ever appeared in 
this country has been of an institu- 
tional character. 

However, it is impressive to note 
that perhaps the best of all the in- 
stitutional campaigns, that of the 
Metropolitan Life Insurance Com- 
pany, has been changed radically as 
to character, and is no longer being 
justified merely on the ground of the 
good-will that it creates for life 
insurance and the Metropolitan 
through the contributions which it 
has made to public health. 

Metropolitan copy today is selling 
life insurance, directly and specific- 
ally. It is telling facts about insur- 
ance which will make it easier for 
every Metropolitan representative to 
get interviews and to get business, 
and hence it is justifying itself, in 
times which are far from normal, 
on the basis of its immediate sales 
function. 

Even the most severe critic of in- 


stitutional advertising, noting the 
change of character of the Metropoli- 
tan Life advertising, would have to 
admit, we believe, that the back- 
ground of institutional good-will es- 
tablished by previous advertising is 
insuring an interested hearing for 
the more conventional type of sell- 
ing copy. The public which had be- 
come accustomed to reading mes- 
sages regarding the prevention of 
disease signed by this great institu- 
tion is now reading life insurance 
selling messages with a somewhat 
different attitude, we believe, than 
would have been the case had not 
the previous advertising demon- 
strated the fine spirit of public serv- 
ice which animates this company. 

Institutional advertising has un- 
doubtedly been reduced in volume 
because of the necessity for adver- 
tising which performs a direct sales 
function, and perhaps for that rea- 
son the old type of institutional copy 
will not return for a long time. That 
it had an opportunity to do some- 
thing worth while, and when prop- 
erly done actually accomplished an 
important purpose, is a reasonable 
thesis, which we believe the actual 
experience of many companies other 
than Metropolitan Life would con- 
firm. 

For the time being, however, build- 
ing intangible good-will must neces- 
sarily take a secondary position in 
the advertising program to the im- 
mediate requirement of today’s sales. 
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Wastes in Selling 


Those who complain of the wastes 
in advertising should remember that 
greater wastes exist in all other 
forms of selling. Personal selling 
is notoriously inadequate and ineffi- 
cient, under the best conditions, and 
under the worst is extremely costly. 

In many cases these wastes are 
due to the fact that the slow, ex- 
pensive and laborious efforts of 
salesmen are used for jobs for the 
accomplishment of which advertis- 
ing, at much lower unit cost, is far 
better suited. 

Not long ago a school board in a 
small city met to consider bids on 
materials to cost $900. Fifteen sales- 
men were on hand to try for the 
business and to do the competitive 
selling which was necessary. The 


time and expenses of these men ag- 
gregated well over 50 per cent of 
the entire amount to be expended. 
That sort of thing happens every 
day, and is one of the big flaws in 
the present scheme of distribution. 

Instead of being wasteful, adver- 
tising should be the least expensive 
form of selling available to manu- 
facturers. Some of it is wasteful, 
of course, because poorly planned or 
improperly placed. But the faults 
of the advertiser in using advertis- 
ing should not be charged to the 
method, which essentially increases 
efficiency in just the same way as 
other mechanical methods have in- 
creased efficiency in practically all 
lines of human endeavor. 


Information 
for Advertisers 


The following documents may be 


| secured without charge by any na- 


tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


395. The New York Market. 


Eight New York newspapers co-op- 
erated in this study, part of a na- 
tional program planned by the Bu- 
reau of Advertising, American News- 
paper Publishers’ Association. The 
summary: “The New York market, 
a relatively tiny unit in size, with 
one-fourth of 1 per cent of the coun- 
try’s area, does over $6,800,000,000 of 
the 50 billion dollar annual retail 
business of the United States.” The 
co-operating newspapers are the 
American, Herald Tribune, Daily 
Mirror, Daily News, Times, Evening 
Graphic, Evening Post, Sun and 
World-Telegram., 


369. Mentions of Breakfast Menus. 


In a box in its February issue, 
Needlecraft asked subscribers to tell 
it what they had for breakfast for 
a week. Replies numbered 688 and 
only 67 failed to mention cereals. 
The use of coffee was universal, but 
no brand stood out prominently 
above others. Other results of the 
test are given. 


390. Electrical Appliances in Small 

Towns. 

Household Magazine, which is pre- 
senting a series of analyses of the 
recent census of distribution, has de- 
parted from this task for the moment 
to give the results of a contest among 
its subscribers in which 626 letters 
were received. This indicated that 
80.8 per cent of the homes have elec- 
tric irons; 66.5 per cent, washing 
machines and driers; 58.8 per cent, 
vacuum cleaners; 57.2 per cent, 
radios, and so on down the list. Such 
appliances as floor polishers, hair 
driers and bottle warmers are rather 
rare, but have plenty of opportunity. 
A discussion of popularity by brands 
is even more illuminating. 


357. Analysis of the Contents of 
Nine Women’s Magazines in 1981. 


Advertisers who study the edito- 
rial background provided by maga- 
zines will be interested in this study 
by Needlecraft. Among the classifi- 
cations are fiction, special articles, 
needlework, food, fashions, home 
building and decoration, housekeep- 
ing and equipment, health and 
beauty, child health and training, 
gardening, etiquette and entertain- 
ment, editorial page, etc. 


350. Fortune’s Editorial Policy. 


This is not the real name of this 
booklet, which appears to be un- 
christened. The front cover is given 
to a tribute by Julian Johnston, “For- 
tune rises above our depressing times 
—a reflection of that old America 
we used to know, irrepressible, 
shrewd, triumphant.” This booklet 
has the unusual mission of proving 
that Fortune’s reader following is 
not confined to men at the very top 
of industry. 


372. Go After the New England 
Market First. 


The New England Council and the 
New England Daily Newspaper As- 
sociation have combined to bring out 
this up-to-date comparison of New 
England with the remainder of the 
country. The booklet summarizes 
this comparison briefly as follows: 
New England has 2 per cent of the 
area of the United States; 6.65 per 
cent of the population; 7.56 per cent 
of total retail sales; 7.97 per cent of 
the wealth; 8.4 per cent of the in- 
come; 13.6 per cent of the bank de- 
posits; and 17.5 per cent of the sav- 
ings. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management's booklet tells 
all about it. 


OVERAWING AN ADVERSARY 


Mummery 


“I'll write a letter to the Times." 


Voice of the Advertiser 


Copy Testing 
To the Editor: Thanks a lot for 
your reports on copy testing. They 
are very interesting. If you run 
across more information along simi- 
lar lines, I should like to see it. 


H. D. WEXELBERG, 
Adv. Megr., Van Cleef Bros., 
Chicago. 
vvgy 


Advertising Exhibit 
at World’s Fair 


To the Editor: I was interested 
in Mr. Keith J. Evans’ views of the 
kind of advertising exhibit that 
should be given at the 1933 Century 
of Progress in Chicago. 

The impression given that not 
very much has yet been accom- 
plished with reference to the adver- 
tising exhibits of the World’s Fair 
is hardly accurate. Considerable has 
been done toward developing the 
greatest advertising show that has 
ever been put on anywhere. The peo- 
ple who will exhibit are the largest 
factors in their particular fields. 

It is true that not all of them are 
yet under contract. The technical 
difficulties are the only things stand- 
ing in the way. I believe you will 
see at this Exposition a great ad- 
vertising clinic that the most expert 
advertising people will be able to 
learn from. 

We are working in close co-opera- 
tion with the Advertising Federation 
of America, and it is planned that 
one of its Chicago representatives 
shall be chairman of the committee 
to unify the various exhibits. This, 
in addition to the fact that the ex- 
hibitors themselves have no inten- 
tion of merely showing a collection 
of advertising material, assures us 
of an excellent display. 

The advertising clinic will be com- 
plete with material as to costs, tan- 
gible results in increased business, 
sales and profits. The whole idea is 


to teach the public the value of ad- 
vertising and will be illustrated in 
an exhibit of each type of media. 
If the exhibit is nothing else it will 
be extremely practical. 


Wo. A. F. STEPHENSON, 


Social Science Division, 
A Century of Progress. 
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Radio Stations Are 


Private Property 

To the Editor: Thanks for the de- 
scription of our plans as outlined in 
ADVERTISING AGE of June 4. It looks 
to me like an excellent example of 
your apparent policy of printing 
whatever seems to be news that ad- 
vertisers might like to know about. 

Some may misunderstand one part 
of your story. Radio stations are 
private property and so is the money 
paid for their use. 

We are trying hard to make it 
clear that we are no party to the 
Government’s present rather amaz- 
ing attitude of dictating to private 
owners of radio transmitters what 
they must do with their property— 
even telling one station owner he 
can keep on operating, and another 
(sometimes a direct competitor) that 
he must shut down entirely. 


Harris K. RANDALL, 


Executive Director, 
American Radio Audience League, 
Chicago. 
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Color in Newspapers 
To the Editor: Would it be possi- 
ble for you to give us the names of 
daily newspapers which publish ad- 
vertising in color? 
We should also appreciate copies 
of such papers. 
N. E. LANoIx, 
Pres., La-Revue Moderne, Montreal. 
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ADVERTISING AGE 


COAST LEADER 


Charles 


who was 


F. Maguire, 
elected president of the Advertis- 
ing Club of Los Angeles unani- 
mously. He has been with the Los 
Angeles Herald-Express for 20 years. 


SHOOTS ENTIRE 
APPROPRIATION 
IN COLOR PAGE 


Chicago, June 9.—What is said by 
the industry to be the best single 
milk advertisement in history ap- 
peared as a three-color page in the 
Chicago Tribune of June 7 over the 
signature of the Milk Council of 
Greater Chicago. 

This association, comprising ap- 
proximately 35 dairies, has been en- 
gaged in a small co-operative pro- 
gram for several years, basing most 
of its promotion on food shows and 
cooking schools and literature deliv- 
ered to homes by route men. 

There is no set appropriation, as- 
sessments being made in accordance 
with day to day circumstances. An- 
nual expenditures have ranged from 
$20,000 to $40,000. 

The Tribune lineage was contract- 
ed in connection with the paper’s 
recent cooking school. After some 
debate, advertising-minded members 
of the Council succeeding in securing 
approval of their suggestion to shoot 
the works in one shot with a piece 
of copy certain to make an impres- 
sion on the public, which would also 
serve to demonstrate the possibilities 
of milk advertising to the industry. 


How to Paint 


Copy emphasized the beauty angle. 
The principal illustration was a 
girl’s head, and the headline read, 
“Paint your cheeks from the inside. 
Drink milk.” 

The advertisement also urged the 
use of milk on the grounds that it 
is non-fattening, that it is an essen- 
tial food for all ages, promotes health 
and energy and builds good teeth. A 
quart of milk a day was suggested 
as the minimum milk ration for 
everyone. 

Two booklets, “Low Cost Menus” 
and “How to Reduce,” were offered 
in a coupon. Incomplete returns in- 
dicated most interest in the second. 

While the local body intended the 
advertisement as a suggestion to 
other groups interested in co-opera- 
tive advertising, there is little like- 
lihood of a national milk campaign 
in the near future. The opinion was 
expressed, however, that local efforts 
should be coordinated. 


Arnold on Leave 


Frank A. Arnold, director of de- 
velopment, National Broadcasting 
Co., New York, has been granted 
three months’ leave of absence, dur- 
ing which he will complete a new 
book, “Radio As a Social Force.” 


Forstmann Appoints 
Julius Forstmann Corp. New 


York, woolen goods, has appointed 
Kenyon & Eckhardt, Inc., New York. 


“Taken for a Ride” 
by Illinois Central 


Illinois Central Railway has an- 
nounced a mystery trip and hike 
June 26 in co-operation with the 
Prairie Club. 

The price is only $2, a new low 
for mystery excursions. 


Death Takes Hinkson 


Park E. Hinkson, 53, president of 
the Hinkson (Outdoor) Advertising 
Co., Madison, Wis., died June 8 of 
a heart attack. 


Miss Taylor Changes 
Mildred Taylor, of the media de- 
partment of Erwin, Wasey & Co., 
New York, has resigned to join True 
Romances, New York. She _ will 
specialize in cosmetic and drug ac- 
counts. 


Grand Rapids After 
1933 A. F. A. Meeting 


Grand Rapids, Mich., June 
10.—Grand Rapids is going to 
the New York convention of 
the Advertising Federation of 
America ready to fight for the 
1933 meeting. 

Financing is largely com- 
pleted through pledges of $5 
each from almost 1,000 adver- 
tising men. 


Has Kleinert Product 


United Advertising Agency, New 
York, has been appointed for Mirelle, 
deodorant body powder made by 
I. B. Kleinert Rubber Co., New 
York. 


Erie Club Elects 


Buente President 


George P. Buente, sales promotion 
manager, NuBone Corset Co., was 
elected president of the Erie (Pa.) 
Advertising Club June 7. Other 
officers: 

Vice-president, Frank J. 
Hayes Mfg. Co.; treasurer, C. C. 
Bliley, Erie Trust Co. New direc- 
tors include Don Allshouse, North- 
ern Equipment Co.; Roy Hacken- 
berg, A-K-D Printing Co., and F. 
Earl Bonnell, Erie Steel Construc- 
tion Co. 


Graf, 


Cut Publishing Costs 


The four daily newspapers of New 
Orleans have re-signed a closed shop 
agreement for one year with stereo- 
typers, who accepted a 12 per cent 
wage cut. 


Six Point League 
Re-elects Hil Best 


Hil F. Best, M. C. Mogensen & 
Co., was re-elected president of the 
Six Point League, New York, June 
6. Charles E. Miller was elected 
vice-president; Thomas F. Clark, 
Jr., secretary; W. W. Ward, treas- 
urer. The last two were re-elected. 

The board of directors is com- 
prised of G. A. Riley, Irwin Simpson, 
J. F. Finley, H. G, Halsted, George 
Brett, S. P. Mahoney, Alvin De- 
Clerque, M. D. Bryant, H. W. Ma- 
loney and Harry Reynolds. 

Mr. Riley was re-elected’ the 
League’s representative to the Bu- 
reau of Advertising, American News- 
paper Publishers Association. 


Jordan’s New Quarters 
Jordan Advertising Abroad, New 
York, has moved to 155 East 44th St. 


TEN THOUSAND DOLLARS 


OR A MILLION YEARS 


“Professor”, said the old lady in 


the oft-repeated 


did you say it will be before the 
world comes to an end?” 


“Six million years.” 


“Oh, that’s better,’”’ with a sigh of 
relief, “I thought you said five 


million.” 


OMEHOW, when you get up 


yarn, “how long 


into the high numbers, it’s hard 
to become seriously concerned over. 


upward or downward variations. 
What difference does it make 
whether it’s five or six million 


years? It’sstilla 


to get to our point, what difference 
does it make whether the average 
big executive today has an income of 


thirty or twenty 


E’S still a long way from feel- 
ing the pinch of an inadequate 
purse. He's stilt able to buy the 
things he needs and is made to 
want. He may have promised him- 
self that he'll cut down on every- 


long way off. And, 


thousand dollars? 


thing but necessities this year. But 


to him, automobiles, golf balls, Corona-Coronas, 
opera hats are still “necessities.” And manufac- 
turers with the courage and aggressiveness to sell 
him today are finding that he’s still willing and 


able to buy. 


HAT goes for his business, too. Or shall we say 


he really wants and needs. But show him a prod- 
uct or service that can help him cut costs or in- 
crease sales, and he’ll decide that he really wants 


and needs it. 


OW to show him? Through good advertising, 


executives are sure to read. 


regularly. 


of course. Where? Ina publication that real 


UT there’s the catch. Where is 
there a publication that real 
executives are sure to read? They 
are busy men—too busy with their 
work and their many outside in- 
terests to read many magazines 


HE publication that can com- 
mand the attention of these men, 
issue after issue, must be an un- 
usually good one. It must fill a real 
need in their lives—a need that ts 
common to every last one of them. 


HERE’S just one thing, in the 

line of reading matter, that every 
big executive needs and demands 
today. That’s news of business and 
world-wide factors that influence it 
daily. News of everything from the 
Russian construction program to 


the Reconstruction Finance Cor- 
poration and budget balancing. News — crisply 
written, intelligently interpreted, swiftly gathered 


and presented. 


HE one journal that fills this bill as business 


men want it filled—TZhe Business Week— 


his businesses? For the type of executive we 


have in mind is officer or director of anywhere 
from one to forty companies. In his business pur- 
chases he’ll buy today, but he wants to be “‘shown”’ 


has won the confidence and faithful readership 
of America’s most important executives. 


T’S at your service, 52 times a year, to win 


over these all-important men-of-means for 


your product. 


first. He’s looking for value and buying only when 


he finds it. He’s intent on buying only the things 


THE BUSINESS WEEK 
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Announcing a revolutionary new service for 


ADVERTISING AGE 


Were These 
America’s Best Read A 


for the Month of May? 


advertisers and ther a gents 


An EVERY-WEEK count of the number of men 
and women seeing and reading EACH advertise- 
ment published in America’s three biggest weekly 


magazines. 


Watch for “Best Read Ads of the Week” repro- 
duced in bulletins every week in Printers’ Ink, 
Advertising Age, Automotive Daily News, Drug 


Trade News. 


Each time YOU advertise in Liberty, Collier’s 
or Saturday Evening Post, we count YOUR readers 
...if you appeared in May, we have your ratings 


... write for them. 


Five thousand. Ten thousand. 
Twenty thousand. 

Dollars. 

For a single advertisement! 

What happens to it? 

In the interests of more result- 
ful advertising, Liberty sponsors 
an ambitious plan to find out. 


Week of May 14th 


Week of May 21st 


Week of May 28th 


Variation in Advertisement 
Reader Interest by Magazines 


Week of May 7th 


The average advertising page in Liberty stopped 
} 17% more persons than in 2nd weekly. 
40% more persons than in 3rd weekly. 


The average advertising page in Liberty stopped 
23% more persons than in 2nd weekly. 
52% more persons than in 3rd weekly. 


The average advertising page in Liberty stopped 
6% more persons than in 2nd weekly. 
22% more persons than in 3rd weekly. 


The average advertising page in Liberty stopped 
12% more persons than in 2nd weekly. 
| 71% more persons than in 3rd weekly. 


The Plan: An actual count—every 
week, week after week—of the 
number of men and women seeing and 
reading every advertisement in Amer- 
ica’s three biggest weeklies, Liberty, 
Collier's and Saturday Evening 
Post. 


Watch for Bulletin 
of Results 
Each Week 


The advertisements 
on this page are 
offered as the ‘‘Best 
Read Ads of the 
Week’’ for each 
week in May. They 
rated from 70 to 113 
per cent higher in 
attention value than 
the average. 

That's equivalent 
to 70 to 113 per cent 
more circulation 
without greater 
cost! 


Each week, hereafter, Liberty 


— ——_ 


will publisha bulletin illustrating 
the ‘Best Read Ads”’ of the pre- 
vious week (regardless of which 
weekly they appeared in); reveal- 
ing the margin of advantage they 
enjoy. Watch for them. Study 
them. Consider, as the weeks go 


by, the characteris- 
tics represented by 
these winning ad- 
vertisements. 
Make the 
Big Weeklies Your 
Experimental 
Laboratories 
Every time you pub- 
lish an advertise- 
ment in Liberty, 


Advertisers Invited to 


mag advertising agencies 
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Agencies and data, these figur in al 
must be used ju os 
Send Observers ciously. mm * 
They check 
have expressed interest in : d fift 
thing: The num 
heGallup-type reader omen 


learning more about the tech- 
pr manson 3 

interest investigations. Such 
organizations are invited to 
send an authorized representa- 
tive into the field to spend a 
week working with the Per- 
cival White, Inc., investiga- 
tors. For advance schedules, 
address Percival White, Inc., 
130 W. 42nd St., N. Y. C. 


of men and wom 
.| have 
seeing and readi i. 
your advertising.| ,,._. 
It i ‘Al pllier 
t is possible 
P day E 


a poorly read ad a 


sell so well to th ind, | 


Collier's or Saturday 


Evening Post, a count will be 


taken of the number of men and 
women seeing and reading it. 

At your request your ratings 
will be sent to you regularly as 
your ads appear. 

This offers you an opportunity 
in addition to your private re- 
search, for comparing one type of 
appeal with another, styles of 
layout, kinds of illustration. 

You may also check your own 
findings on the effectiveness of 
black-and-whitecompared totwo 
color and four color; large space 
and small space; position; sea- 
son; weather; and how much dif- 
ference the different magazines 
make in getting your ads seen and 
read. 

Individual research along these 
lines has shown the way for some 
companies to make their dollar 
reach twice as many readers. Such 
companies will welcome this ser- 
vice as an adjunct to their own 
investigations . . . offering the 


Liberty. 


few who read itt hi 
it pays its way. 

It is also possible for a wide ae 
read ad to lack profitable sellig 
punch, 


agazi 


, ell as 

One thing, however, all m wee 
seen 

agree on: an ad must be ae 


fore it can sell. |The 
The more persons that see we 
peck. 

= more potential sales powert 1 

as. 


R 
And when one considers cha _ 


ork ; 
‘while one out of thrdeck ¢ 

may be impressed by an ad, Ie 

than one out of fifteen may tak 

the trouble to read it. . .’” (Ga 

lup)... 


the burden of responsibility d 
profitable advertising may 
recognized as resting heavil 
on advertising’s ability to g# 
seen. 


ve 


| 


; i a A RR A TY RR Rc at Ah NN — 
qi 
‘ i 
i 
Y e 
i 
\ 
gic Ss 
ae 
ao, 
ae y 
Leas. 
sie vig 
SN Te 
eee 
en Sas 
‘cae 
te ae 
ioe ae) 
el 
z 
oe 
eee at 
Maas 
ele ed 
st Ch 
=f te es 
iealget 
kd 
: A | po 
Fe 
= = 
: 
cites 
scapes 
ee: 
ao we 
cake bs 
eg ie 
oe 
Skt hoe 
a os ee 
ant aie 
yf icy ; 
oe 
Ras dal 
Fam sail ein 
Soon nage 
EeM ee 
Ss eae 
a ray fee 
ao 
ia hie 
i, fe age 
Geo oe 
"ee ic 
rs peesalineccad po 
pes os : e Po 
A A - 
(csi 
oe ee 
coma 
aes 
A ale eet a 
Sa ieee | 
be ies | 
oes 
eee 
er | 
Pea eo | 
(ee a ri | 
bs ite a 
oe al | Po 
tae 
re rs 
ete sae 
CLO ead 
ay op 
ning 
| ee 
' 
| | 
| | 7 
“4; | 
| PO 
3 ee | 
=, i % : 4 . > Sek ; Ot it 7 " a a cs re Cee ae eA ea cele MT tatete tor ee eR oes YP 
Re lek, ooo eet vie i oe ee : oe cates x Paes Heh ee Rc pl Ses eee a Reet ee ean : a SN oe ST ca is ca fe : es 
MEMES tet OS he sod = eas ra yee id Ais omer aaa) sie aes ‘ Big See Be ol Fees Coen ce Rp a 2 : ¥ ese: aie t gece eh Si tat a abetted ley SNR aa ane a isa iy ee ee) ck yp eee) ee ae ow ek alia lance Aiea 
‘| ae Asana CMC et sr i cori ha li, iain UA yal Seen aoe po ae eee eh F 2) Salar ae eee iti Sait id eS EM at K Pata: * ied a aan PS eT a ey Fo ED B® mien lee Pe ys RUN comin adr yy ae reg are ST ad Fhe ner cS a | See ee 
EER Sas Eamets pte Ee Pere Fp OME poiSeta brand 5h Loe Epeiaey gee 75) ka ou acme pee ear AD a ley CONS cs |) juice Seanmnaers Te pee Rae Coy Atlee pee man ine ee cae aaa : Rr Ree Raha s aga eT RR ers Ae 
Se Oar. r: cere, sas Soe Serge ca pe sacd ht Nee ; eS Ra ery ES Se sin. eee Ss a Pesaro rer ‘Sooners See cae > ee 5 es Ses 5 ash 
oe ae Be ret oe eR er PA eM eg a Re OS age ele My REND wt Ele Bg ie RMD Sty tele PROT T NC R EL ee eee SRS Cpa as ears tr ‘ Bis whine ye oa bo cae Ps ot WN AY Seren oN psa oe Fit aN Pg ee pS : 
hi =e “a . : 7 bce Soars & saath Ree eS a el ek Coe ent Be A Danae 9p Mae Ghar Ma) RES} Papin: CRUE Ee ee pet Fob : Eee ; tei es oS wee G a A eas eh co Sele Gupte se PAR ome sec shih . 
15 a ra ae gemma Rte he tes hn ana te aa) @ UPSD Legere ky ns Cs ANS peer E REET ilar SRR ere is Men Seo ; Se eee Mune ca ‘ 2 ERR en tT 53 sah Pe aa Or eee eee aes 
ee Mie oe ten be Sh cote ee : z a ~ apa © Rie ge 2 ° OSS eth Pt eae 4 : iefigt hie \ LA Soe sd Vesive ee ree ea ee: 


~~ 


June 11, 1932 


if 


ADVERTISING AGE 


rk and tabula- 
.Jon. 

a A mature staff of 
(pert investiga- 
rs, under Mr. 
hite’s personal su- 
rvision, is con- 
ntly in the field. 
Each week they 
sit a different city. 
Each week they 
Bake about a thou- 
nd calls, uncover 
out one hundred 
k 

| d fifty men and 
omomen who actual- 
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7 llier’s or the Sat- 
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As each reader is 
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. ge. Every single 
~ fem—editorial as 
J ell as advertising 


Percival White, Inc. 
Employs Gallup 
Method to Obtain 
Data 


T= week by week reader 
interest figures are being 
found by Percival White, Inc., 
with the methods initiated by 
6 similar studies last summer 
by Dr. George Gallup Cfor- 
merly Professor of Journalism 
and Advertising at North- 
western University, now with 
Young & Rubicam, Inc., Ad- 
vertising Agents). Probably 
no more exhaustive authority 
than Mr, White could be found 
to put the Gallup method to 
the sharpest test. With a back- 
ground as marketing consult- 
ant to such organizations as 
Aluminum Mfrs., Inc. (Alumi- 
num Co. of America), Ford 
Motor Co., General Motors 
Corporation, Florence Stove 
Co.—as author of such stan- 
dard economics texts as: 
‘Market Analysis,’’ ‘‘Fore- 
casting, Planning and Budget- 
ing in Business Management,”’ 
‘Business Management,” 
‘Advertising Research,’’ 
“Scientific Marketing Man- 
agement,"’ ‘‘Marketing Prac- 
tice’’ andothers—Mr. White's 
association with these week by 
week reader interest studies is 
most significant, 


ertasements 


unt Made by Percival White, 
nc. Using Gallup Method 


ing the Gallup method—now 
popular with leading adver- 
ers, agencies and research or- 
nizations—Percival White, In- 
rporated, Marketing Counsel- 
, has entire charge of all field 


Write for Your Reader 
Interest Rating Card 


In order to make your study 
easier, we have prepared a ‘‘reader 
interest rating card’’ illustrated 
below. It provides a convenient 
form for entering the percentages 
of men and women seeing each of 


your advertisements 
as it appears —af- 
fording ready com- 
parison of the results 
of your different ads. 

One of these cards 
is filled out in our 
files for every adver- 
tiser in One or more 
of the three big 
weeklies. If you ad- 
vertised in Liberty, 
Collier's or the Sat- 
urday Evening Post 
during May, one of 
these cards has al- 
ready been made out 
for you. Merely drop 
us a note and it will 
be sent to you by re- 
turn mail. Then as 
each of your subse- 
quent advertise- 
mentsappears, anew 
cardcontaining your 
full record up-to-date 
automatically will 


: und, he is conduct- 
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pagazine page by 
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read. 

The magazines appear one 
eek. They are checked the next 
eek. 

Results are air-mailed to New 
tock and published the second 
heck after the issues were read. 
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be sent to you. Since this work is 
already being done, your request 
involves us in no extra expense, 
places you under no obligation. 

Merely write: ‘Send me my 
Reader Interest Rating Card.” 
Address Liberty Research Depart- 
ment, 420 Lexington Ave., N.Y. 


. 
| Watch next week in the publica- 
tions listed above, for our bulletin 
« reproducing the “best read 
ads’’ of the week of June 4th 


... America’s BEST READ Weekly 


Best Read Ads of 
Week of May 7th 
These ads stopped 75 


per cent more persons 
than did the average 


page ad this week. 


Best Read Ads of 
Week of May 14th 
These ads stopped 113 
per cent more persons 
than did the average 

page ad this week. 


Best Read Ads of 


Week of May 21 


These ads stopped 75 

per cent more persons 

than did the average 
page ad this week. 


Best Read Ads of 
Week of May 28th 


These ads stopped 70 


per cent more perso 


than did the average 
page ad this week. 
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EFFECTIVENESS 
OF WINDOWS IS 
RATED IN TEST 


Display Men Hear of New 
Yardstick 


Chicago, June 9.—Of the advertis- 
ing of five leading brands of 
cigarettes, that of Chesterfield is the 
most likely to appeal to those to 
whom quality is the paramount con- 
sideration, according to the Interna- 
tional Association of Display Men. 

The opinion was secured by Dr. 
Geo. W. Crane, of Northwestern 
University, who, in addressing the 
convention here this week, suggested 
the ballot on cigarette advertising to 
demonstrate the “feeling tones” cre- 
ated by all forms of advertising. 

Following Chesterfields, with 76 
per cent of the votes, came Old 
Golds with 20 per cent, Camels and 
Lucky Strikes with 2 per cent each 
and Clowns with none. 

Dr. Crane described his newly 
evolved “objective time test” as a 
scientific means of rating the effec- 
tiveness of window displays, the 
‘modus operandi being to compare 
the progress of shopping pedestrians 
past window displays with the time 
required to negotiate a windowless 
stretch. 


Measure Female Speed 


The basis of comparison, speed of 
average adult female shopper, was 
found to be 0.245 second per foot. 
Windows which proved extraordi- 
narily compelling to the feminine 
eye scored 0.383 in the middle of the 
afternoon and 0.330 at 5 o'clock. 

In making the tests only singles 
were clocked. Those who paused, 
or, aah. daltged . _so. that their time 
ran over 0.50 were also eliminated, 
as it was believed their inclusion 
would destroy the value of the test 
as a means of determining the ar- 
resting power of the window. 

Dr. Crane said no display can be 
100 per cent effective without move- 
ment and it is comparatively simple 
to build animated displays which 
will not detract attention from the 
merchandise. 

Julia Coburn, fashion editor, 
Ladies’ Home Journal, Philadelphia, 
told the display men that informality 
is the keynote of successful merchan- 
dising today. 

She suggested display managers 
extend their interests to store ar- 
rangement, changing the location 
and character of departments oc- 
casionally and making small tem- 
porary departments from collections 
of related and seasonable merchan- 
dise, to freshen customer interest in 
their establishments. 

The greatest recent improvement 
in windows, she believes, has been 
brought about by the tendency to 
adapt the elements of publication 
advertising, particularly the head- 
line. She told how some stores had 
used enlarged advertisements as 
back drops with excellent results. 


Shoe Displays Poor 


In open discussions shoe displays 
were declared the worst, one expert 
describing the average shoe display 
as “a forest of fixtures.” One fault, 
it was said, is displaying shoes at 
an angle of vision that never pre- 
vails when shoes are worn. 

One suggestion was that shoes be 
displayed on mannequins in scenes 
appropriate to the styles, such as a 
street scene for walking shoes and 
a ballroom for evening footwear, 
with a curtain lowered to within 18 
or 20 inches of the floor of the 
window. 

The advertising of Frigidaire and 
others having proved existence of 
popular interest in history, more at- 
tention will be given to historical 
displays. 

One of the most striking of this 
kind exhibited at the convention 
was made for the Hookless Fastener 
Co., Meadville, Pa. It consisted of 


GENUIN 


“‘Buit DURHAM « 


FIRST HUMOROUS POSTER FOR MANY YEARS 


NEW PRESIDENT 


V. R. Lynch, new president of Manz 
Corp., Chicago, succeeding F. D. 
Montgomery, .who. becomes. chair- 
man of the executive committee. 


a collection of dolls garbed in cos- 
tumes of cave-dwelling days to the 
present. 

They are posed on pedestals, on 
the base of which are models of 
clothing fasteners of the period. The 
display will be routed among depart- 
ment stores in connection with a 
forthcoming publication campaign. 


Curry Is Manager 
of Arizona Tabloid 


Ben W. Curry has returned to 
Arizona as general manager of the 
Phoeniz Bee-Messenger, daily tabloid. 

He was formerly with agencies 
in Phoenix, but more recently has 
been publisher of Arizona Silver Belt, 
Miami, Fla. 


Merge Furnace Papers 

With the June 15 issue, Warm 
Air Heating will be merged with 
Furnaces and Sheet Metals, with 
Egbert B. Hoy, Chicago, as publisher. 
The merged publication is named 
Furnaces and Sheet Metals and 
Warm Air Heating. 


Form Poster Service 
Wabash Poster Service has been 
formed at Vincennes, Ind., by John 
A. Stout, Ralph C. Phillips and Ray- 
mond J. Stout. 


Outdoor Men to Meet 


Outdoor Advertising Assn. of IIli- 
nois will hold its annual convention 
at the Pere Marquette Hotel, Peoria, 
July 11-12. 


Meyer to Free Lance 
John L. Meyer will open an office 
in Madison, Wis., July 1. He has 
conducted a service for a newsprint 
manufacturer. 


Named Representative 


Joe E. Katz, New York, has been 
appointed national representative by 
Southern Radio News, Birmingham. 


With Meinzinger-Quail 

Floyd Munson and Jacob G. Van- 
desande, artists, have joined Mein- 
zinger-Quail, Inc., Detroit. 


The protracted absence of humor in outdoor copy created an o wails 
by the American Tobacco nema in this John ‘Held aah placed by E 


which has been grasped 


y Groot iley-Ross, Wwe. New York. 


SEEK 50 SMALL 
AGENCIES FOR 
ALLIED SERVICE 


Buffalo, N. Y., June 10.—Aiming 
at a membership of 50 or more small 
agencies, Frank G. Japha, president 
of Japha Advertising Agency, Buf- 
falo, has announced the formation 
of Allied Service Agencies, with 13 
charter members. 

Members are being solicited on the 
basis of interchange of service, as 
needed, at hour rates fixed by each 
member and broadcast to others. 

Another objective, according to 
Mr. Japha, is syndicating successful 
local or sectional campaigns. to 
members, and joint study of success- 
ful agency methods. This will be 
handled in part by exchange of ideas. 

Lynn W. Ellis, who assisted in the 
formation of the First Inter-Agency 
Group, is acting as adviser to Mr. 
Japha. 

Charter members of Allied Service 
Agencies are besides Japha Adver- 
tising Agency, Ralph W. Dalton 
Advertising Agency, Troy, O.; Oak- 
leigh R. French Advertising Agency, 
St. Louis; Dean W. Geer Co., Osh- 
kosh, Wis.; H. Lesseraux & Co., 
Baltimore; R. W. Sayre Co., Chicago; 
Hugo Wagenseil Advertising Co., 
Dayton, O.; Humphrey & Prentke, 
Cleveland; Ray Mills Advertising 
Agency, Lewiston, Me.; Theo. H. 
Segall Advertising Agency, San 
Francisco; Yount Company, Erie, 
Pa.; Scholtz Advertising Service, 
Los Angeles; Frederic W. Ziv, Inc., 
Cincinnati. 


Kansas City Elects 
J. G. Galvin President 


Jerome G. Galvin, advertising man- 
ager, Carter Bloxonend Flooring Co., 
was elected president of the Adver- 
tising Club of Kansas City June 6. 
Other officers: 

J. H. Grimes, first vice-president; 
Miss Lorance McKiddy, second vice- 
president; Mabel Rust, secretary, 
and Arthur H. Brown, treasurer. 

New directors are Ray Snodgrass, 
retiring president; Murrell Crump 
and Mrs. Frances M. Connally. 


“Progressive Farmer” 


Will Publish Monthly 


Progressive Farmer and Southern 
Ruralist, Birmingham, will become a 
monthly with the July issue. 

ADVERTISING AGE reported that the 
change would be made with the June 
issue. 


Appoint D. W. Clephane 


Douglas W. Clephane has been ap- 
pointed advertising manager of 
Master Builders Co., Cleveland build- 
ing material manufacturers. He was 
formerly assistant advertising man- 
ager of Congoleum-Nairn, Inc. 


Burroughs Show on Tour 


Burroughs Adding Machine Co., 
Detroit, opened a special exhibition 
of all its products in Detroit this 
week. The show will tour 35 im- 
portant cities. 


STAR SALESMAN 


Carl P. Slane, publisher of the Peoria 
(IIl.) Journal-Transcript, who as chairman 
of the airport committee of the Peoria 

of .C ce, raised. $75,000 
fee a new airport after a bond issue had 
been twice defeated. This puts Peoria 
back on the pisencenleane Orleans air line. 


New York Installs 
New Club Officers 


The Advertising Club of New York 
held the annual installation of offi- 
cers at a luncheon June 9. 

Grover Whalen is president; H. B. 
LeQuatte and E. D. Gibbs, vice- 
presidents, and John A. Wilkens, 
treasurer. 

The club presented Charles E. 
Murphy, retiring president, with a 
monogramed golf bag, a set of clubs 
and a silver service. 


Advertising Post 


Condemns Bonus March 


Advertising Men’s Post No. 209, 
American Legion, New York, has 
adopted a resolution against full 
payment of the bonus at this time 
and “bonus marches” on Washing- 
ton. 

James Brewer proposed the reso- 
lution. 


Odom in Chicago 

After eight years as director of in- 
dustrial relations, National Metal 
Trades Assn., William E. Odom has 
resigned, effective July 1, to become 
vice-president of Industrial Rela- 
tions, Inc., Chicago. The organiza- 
tion also publishes Industrial Rela- 
tions Magazine. 


Has New Accounts 


Gottschaldt-Humphrey, Inc., At- 
lanta, has been appointed by Cham- 
pion Fibre Co., Canton, N. C.; Grey- 
ling Realty Corp., New York, and 
Atlanta Sheet Metal Works, At- 
lanta. 


Bullock Vice-President 


Caples Co., New York, has ap- 
pointed H. G. Bullock vice-president. 
He has been manager of the Chicago 
office. 


Representatives Merge 


Collegiate Special Agency and Lit- 
tell-Murray-Barnhill, Inc., represen- 
tatives of college papers, are con- 
cluding negotiations for a merger. 


PUBLISHERS T0 
MAKE PROFIT ON 


SUBSCRIPTIONS 


‘Purchasing Agent’ Drops 
Advertising 


New York, June 10.—With its July 
issue, Purchasing Agent will change 
its name to Purchasing, abolish its 
advertising pages and advance the 
subscription price to $6 a year, with 
no free distribution of any kind. 

This announcement was made here 
by L. F. Boffey and S. F. Heinritz, 
publishers of the paper. Only exist- 
ing advertising contracts will be ful- 
filled and no others will be solicited 
or accepted. 

Purchasing Agent, 17-old paper, 
has had a subscription price of $2. 
It has been a member of the Audit 
Bureau of Circulations, whose last 
report showed it to have a circula- 
tion of about 5,000. Its new policy 
will mean one less member for the 
A. B. C. 

“In common with all business 
paper publishers,” said the state- 
ment, “we have heretofore depended 
on advegtising for our major income. 
For the most part advertisers are 
fair and reasonable in their attitude 
toward publications they support, 
and that is particularly true of the 
class with whom we have dealt. 


“Can't Be Independent” 


“Nevertheless we assert that no 
journal can be truly independent, 
critical and untrammeled so long as 
its existence depends primarily on 
the favor and good will of adver- 
tisers. 

“No reputable journal hesitates for 
a moment on important issues, but 
there.are innumerable.. barder-lipe 
cases where expediency too often 
prevails over clear-cut editorial inde- 
pendence. 

“Our purpose in abolishing adver- 
tising is to be free from the most 
remote or subconscious form of in- 
fluence over editorial policies.” 

The publishers added that compe- 
tition for a smaller advertising 
volume has required undue diversion 
of energy and resources to sale of 
advertising space. 

“The alternatives are to lower our 
standards or to incur continuing de- 
ficits,” they continued. 
these alternatives we choose to with- 
draw entirely from the field of ad- 
vertising and apply ourselves solely 
to service to readers. 

“In breaking away from publish- 
ing tradition, we merely affirm the 
principle that the reasonable cost of 
any service should be defrayed by 
those using the service. We need 
not emphasize that principle here, 
as it is understood and applied by 
purchasing agents in all their nor- 
mal transactions.” 


Cleveland Welcomes 
New Club Members 


Recent additions to the ranks of 
the Cleveland Advertising Club in- 
clude Paul A. Chevallard, Champion 
Coated Paper Co.; Theron P. Brown, 
General Electric Co.; C. S. Weber, 
Ralph W. Sharp, Inc.; W. R. Bell, 
Carter-Christy Advertising Co., Fre- 


mont, O.; John N. Keeler, Conti- 
nental Greenhouse Manufacturing 
Co.; 


Robert G. Olson, American Blower 
Corp.; Chas. H. Oppenheimer, Enter- 
prise Electric Lighting & Fixtures, 
Inc.; Robert M. Schafer, Mutual Ad- 
vertising Press; Louis A. Trivison, 
Cleveland Graphic Arts Club; Wm. 
H. Webster, Rorimer-Brooks Co.; 
William Kitt, Milgrim, Ine. and 
James B. Finger, Cleveland News. 


Continental Operates 
Portable Travel Bureau 


A travel bureau housed in a large 
bus has been put into commission 
by Continental Oil Co., Ponea City, 
Okla. 

It travels principal tourist lanes, 
distributing vacation route informa- 
tion and Conoco “passports.” 
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ADVERTISING AGE 


“The statistics prove the Tribune’s suprem- 
acy conclusively. But they do not cover the 
important and intangible force of the com- 
munity contact advertisers can obtain only 
through the Chicago Tribune” 


Figures alone can never tell the epic story 
of all that the Tribune means to Chicago 
... and to advertisers in this great mid- 
west market. 


The Tribune is singularly “of, for and by” 
Chicago. Founded 85 years ago by Chi- 
cagoans—always published by Chicagoans. 
Edited by its chief owners... not influenced 
by ‘remote control, nor expediency. It is 
committed to a definite, published plat- 
form of progress for Chicago. It is relent- 
less and fearless in fighting for Chicago’s 
welfare. It is the traditional weapon against 


CHICAGO, TRIBUNE SQUARE + 


NEW YORK, 220 EAST 42ND ST. + 
ATLANTA, 1825 RHODES-HAVERTY BLDG. + 


treachery toward the public, the militant 
representative of Chicago’s progressive 
citizenship. In consequence it is heartily 
admired by hosts of Chicagoans, bitterly 
hated by some, ignored.by none. , 


It is a paper of broad appeals. It is a 
class paper and a mass paper in one. It is 
a woman’s paper and a man’s paper. It is a 
dignified paper and an entertaining paper. 
Itis Chicago’s chosen paper, and Chicago’s 
heeded voice. Certainly circulation cover- 
age is important, and the Tribune has it, 
as a result of its independence, aggressive- 
ness and courage. But of far greater im- 
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portance is the favorable community con- 
tact which it gives advertisers. 

The Tribune supplies both coverage and 
contact . . . coverage as indicated by: over 
809,000 circulation daily, over 167,000 
more daily circulation in Chicago and 


‘suburbs than any other daily newspaper, 


over 156,000 more Sunday circulation in 
Chicago and suburbs than any other. 
Sunday paper, more home-delivered circu- 
lation than all other papers combined. 


... and community contact as indicated by 
the Tribune’s commanding position as 
a responsible institution in the life of 
Chicago and the midwest. 


This makes the Tribune a living, vibrant 
force, harnessed to carry merchandise in- 
to the homes of its readers in far greater 
quantity than can be measured by any 


‘statistical yardstick. 


Experienced advertisers have created a 
phrase to describe the Tribune’s position 
in this rich metropolitan area: ‘After all,’’ 
they say, “if you’re not in the Tribune 
you’re not in Chicago.” 


BOSTON, 718 CHAMBER OF COMMERCE BLDG. 
SAN FRANCISCO, KOHL BLDG. 
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Burkhardt, M eas 


Join Riordan at Stern's. 


Thomas W. McLeod, merchandis- 
ing manager of Best & Co. New 
York, and William Burkhardt, gen- | 
eral merchandising manager of G. 
Fox & Co., Hartford, Conn., have re- | 
signed to join William O. Riordan 
at Stern Brothers, New York. of 
which he has just become president. | 

Neal D. Moers, vice-president and 
general superintendent of Abraham 
& Strauss, Brooklyn, will Gesome | 
general merchandising manager of | 
that store, succeeding Mr. Riordan. 
Richard W. Brown, assistant general 
superintendent for the past year, | 
succeeds Mr. Moers. 


H. C. Silldorff Changes 


Henry C. Silldorff, formerly ac- 
count executive with the G. M. Bas- 
ford Co., New York, has joined W. 
L. Rickard & Co., New York. 


Religious Editor Dead 


Rev. Dr. David Matthis Sweets, 
since 1909 editor of The Christian 
Observer, died at his home in Louis- 
ville, Ky., June 3 at the age of 64. 


Wanted | 
For West Coast. 


Manufacturer's Agent, | 
headquarters San | 
|| Francisco with | 
branches in Los An- | 
geles, Oakland, Port- | 
land and Seattle, 
_ wants more lines which | 
are provensellers. | 
Send complete infor- 
mation to Box 333, | 
Advertising Age. | 


——- 


-- Soin 
plaees! 
F.. the past five 


years The Des Moines 
Sunday Register has 
gained an average of 
“practically 1,000 new 
subscribers a month! 


@® 217.418 ABC 


“$ So Many. 


are the advantages of liv- 
ing at the Winthrop that 
we hope you'll drop over 
and get acquainted. 

2 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


NEED NOT LABEL 
TESTIMONIALS 


AS PAID FOR 


(Continued from Page 1) 


product in any way or manner that 
might be said to tend to divert trade 
from competitors who do not use 
testimonials in advertising’ their 
products. 

“It is doubtful if the public is gulli- 
ble enough to believe that such testi- 
monials are given without compensa- 
tion. But even if they are paid for, 
providing they are truthful, no one 
is deceived. 

“The Federal Trade Commission 
Act does not purport to establish a 
decalogue of good business manners 
or morals. Its purpose is to strike 
down at their inception practices 
which are unfair and which, if per- 
mitted to run their full course, would 
result in the creation of a monopoly 
and an undue restraint of trade. 

“Even if a practice may be re- 
garded as unethical, it would still be 
beyond the purview of the act if it 
lacks the public interest necessary to 
support the Commission’s jurisdic- 
tion. The Commission does not sug- 
gest that these testimonials tend to 
create a monopoly; they do not have 
a tendency to create an undue re- 
straint of trade. 

“The strongest argument the Com- 
mission makes is that failure to state 
the price paid for the testimonial 
amounts to deception and misrepre- 
sentation concerning the advertiser’s 
product and in that way the peti- 
tioner is able to deprive honest man- 
ufacturers of a market. 

“But where unlawful restraint of 
trade has been ordered to be discon- 
tinued it has always appeared that 
there was some dishonesty in label- 
ing or marketing the goods. In order 
that the Commission proceed in the 
public interest, the courts have in- 
sisted not only upon a showing that 
the practice is unfair and disap- 
proved, but also that the public are 
misled thereby. 


Don’t Restrain Trade 


“The use of testimonials, which 
are truthfully stated under the signa- 
ture of the giver, cannot in any sense 
be regarded as unfair competition or 
as involving a tendency to restrain 
competition unduly, and the Com- 
mission was without jurisdiction to 
interfere. 

“In New Jersey Asbestos Co. v. 
Fed. Trade Comm., this court held 
that a long-standing practice of en- 
tertainment of buyers and employees 
of customers, such as furnishing 
liquor, cigars, meals and_ theater 
tickets is not an unlawful practice 
giving the Commission jurisdiction 
to act. 

“In Ostermoor & Co. v. Fed. Trade 
Comm., we held that an advertise- 
ment showing a picture of a mattress 
uncovered at one end and extending 
to a surprising degree, exaggerating 
the actual thickness and resiliency 
of the layers, was not an unfair 
method of competition. 

“Because a prominent person ven- 
tures an opinion without being re- 
quested to do so is no guaranty 
either of veracity or good judgment. 
If the testimonials involved here rep- 
resent honest beliefs of the endors- 
ers, there is no misrepresentation 
concerning the product, and no un- 
fair competition is created. 

“We have no right to presume that 
endorsers of commercial products 
falsify their statements because they 
have received compensation. There 
are no misrepresentations and the 
Commission was without jurisdic- 
tion.” 


Get Encyclopaedia 


Charles Daniel Frey Co., Chicago, 
have been appointed by Encyclopae- 
dia Britannica, New York. Maga- 
zines and newspapers will be used. 


Hunter Is Suicide 


George Grenville Hunter, account 
executive of Pedlar & Ryan, Inc., 
New York, shot and killed himself at 
Toms River, N. J., June 4. 


“NOT LONG NOW" 


Don Thomas 


Financial Rate 
Again Brought 
Into Limelight 


Chicago, June 10.—Asserting that 
financial advertisers paid two news- 
papers $540,000 more for 1930 adver- 
tising than general advertisers would 
have paid for the same space, the 
current issue of Financial Adver- 
tisers Association Bulletin, published 
by the Financial Advertisers Asso- 
ciation, asks members, “What are 
you going to do about it?” 

“We have no thought of combat- 
ting newspapers, individually or col- 
lectively,” said the paper in part, 
“simply because they charge a finan- 
cial rate differential. 

“Our dispute with such newspapers 
is that so far we have no sound rea- 
son to consider the differential a 
justifiable charge. To that extent, 
our expenditures on rate premiums 
appear to us a distinct form of in- 
efficient advertising.” 

The publication pointed out that 
the majority of newspapers do not 
impose a differential for financial 
advertising and asserted that the 
newspapers which do should explain 
why. 


Webb Is Victor in 


Baltimore Election 


D. Stuart Webb was elected presi- 
dent of the Advertising Club of 
Baltimore, receiving 70 votes to 49 
for Robert E. Vining. Daniel L. 
Clayland is vice-president; Maude M. 
Schaefer, secretary-treasurer and 
Louis J. Sagner, club counsel. 

George T. Bertsch and S. Gordon 
Parks were elected governors for 
three years. Those chosen for one 
year are C. H. Kroneberger, Jona- 
than K. Voshell, J. C. Bondurant, E. 
Lester Muller, P. Ross Bundick, C. 
Delano Ames, J. Roland Stolzenbach, 
Howard T. Mattingly, H. Findlay 
French, Louis E. Shecter and Leslie 
H. Peard. Henry Morton and 
Howard H. Cone tied and the board 
of governors will decide the issue. 


Complete “America’s 
National Exposition” 


A permanent home exhibition has 
been completed at Atlantic City and 
will open July 1 as “America’s Na- 
tional Exposition.” 

E. A. Clarke Co., Philadelphia, will 
be in charge of advertising. 


Sell Convention Tickets 


Display space in Chicago newspa- 
pers is being used to sell admissions 
to the conventions of both major po- 
litical parties. This is the first time 
the general public has been admitted. 
Prices are from $3.40 to $8. 


Launch Truck-Tractor 


A two- to three-ton truck, which 
may also be used as a tractor, has 
been put on the market by General 
Motors Truck Co., Detroit. It is 
priced at $745 with the option of 10 
body styles. 


“Post” Gets Evans 


Alfred M. Evans has become auto- 
motive advertising manager of the 
New York Evening Post. He was 
formerly with the World. 


Definitions 


in Big 


Advertising Contest 
Are Narrowed to Six 


Los Angeles, Cal., June 10.—Every 
judge in the advertising definition 
contest sponsored by ADVERTISING 
AGE selected a different definition 
and Don Thomas, executive secretary 
of the All-Year Club of Southern 
California, chairman of the commit- 
tee, is asking them to vote on the 
six definitions now in the foreground. 


Only one definition got more than 
one vote, Mr. Thomas and Paul Cher- 
ington, president of American Mar- 
keting Society, centering on this: 


“Advertising: The process or art 
of conveying to many persons, in 
identical form, messages frankly de- 
signed to serve a particular purpose; 
most commonly the effort of that na- 
ture conducted on behalf of a busi- 
ness concern to induce the buying of 
goods made or offered by it. In 
modern usage advertising is often 
distinguished from publicity as be- 
ing openly carried out at the behest 
of the advertiser and at his expense. 
Originally applied to printed mes- 
sages, the term advertising is now 
understood as including other forms 
reaching the eye (examples being 
painted and illuminated signs) as 
well as those reaching the ear (tele- 
phone, radio, etc.).” 


Other Definitions 


Gilbert T. Hodges, president of the 
Advertising Federation of America, 
favored this: 


“Advertising: The written, spoken 
or pictured representation of a per- 
son, product, service or movement, to 
influence sales, use, votes or endorse- 
ment.” 

Harry Chandler, retiring president, 
American Newspaper Publishers 
Assn., voted for this: 

“Advertising: The art and science 
of bringing to people’s attention in- 
formation designed to create or 
stimulate interest in or a desire for 
a service or thing.” 

Here is the choice of Leo H. 
Bristol, president, Association of Na- 
tional Advertisers: 

“Advertising: The dissemination 
of information concerning an idea, 


service or product to impel action in 
accordance with the intent of the 
advertiser.” 

George W. Kleiser, president of the 
Outdoor Advertising Association of 
America, selected this: 

“Advertising is the art and science 
of turning people’s attention, by any 
means available and suitable, toward 
an idea, product or service and cre- 
ating in their minds a desire to ac- 
cept the idea, possess the product or 
use the service.” 

Finally, Harry Shaw, president, 
National Association of Broadcasters, 
picked this: 

“Advertising is the art of making 
known.” 

Judges Seek Aid 


Most of the judges felt the respon- 
sibility of selecting the best defini- 
tion was too great for one man to 
assume and they sought assistance. 
Mr. Thomas contemplated the defini- 
tions in the company of Don Fran- 
cisco, vice-president, Lord & Thomas 
and Logan; Paul Armstrong, gen- 
eral manager, California Fruit Grow- 
ers Exchange; and Dr. W. D. Mori- 
arty, professor of economics and 
director of the School of Merchan- 
dising, University of Southern Cali- 
fornia. 

Dr. Moriarty used the contest as 
a basis for class-room work: 

“A definition of advertising must 
include the advertisements of both 
manufacturers and retailers, classi- 
fied advertisements or lost and found, 
help wanted, situations wanted and 
political advertising. 

“It must exclude personal sales- 
manship, news about Lindbergh’s 
baby and other editorials. Write 
such a definition in 40 words or 
less.” 

Dr. Cherington had the aid of 
Kenneth Goode, Dr. F. R. Cawl and 
Prof. R. S. Alexander. 

Dr. Kleiser named a sub-committee 
comprised of Herbert E. Fisk, gen- 
eral manager, Outdoor Advertising 
Association of America; Hector Ful- 
ler, Outdoor Advertising Inc.; Lloyd 
Lomax, Foster and Kleiser Company. 


Seeks $25,000 
For Big Idea; 
Gets $9,000 


Princeton, Ind., June 10.—Alleging 
that the Liggett & Myers Tobacco 
Company (Chesterfield cigarettes) 
appropriated an advertising idea sub- 
mitted by him, James H. Meyer was 
awarded $9,000 by a Gibson county 
jury. 

Meyer sued for $25,000, alleging 
that he offered the company an idea 
for an advertising campaign in 1925. 
He charged that an extensive 1928 
compaign was based on his sugges- 
tion. 

Meyer valued his plan at 714, per 
cent of $370,000, the amount of 
money spent in the 1928 advertising. 

The defense, indicating it will ap- 
peal, denied that the advertising re- 
frain was originated by Meyer. It 
also declared the percentage basis of 
paying for an idea is unprecedented 
in advertising practice. 


Form Farm Combination 


The Big Five Combination, with 
offices in the Merchandise Mart, Chi- 
cago, has been formed by American 
Fruit Grower, American Thresher- 
man and Farm Equipment, Rhode 
Island Red Journal. Leghorn World 
and Plymouth Rock Monthly. 


Seippel Promoted 


John H. Seippel, Eastern sales 
manager of Trane Co., La Crosse, 
Wis., has been appointed sales man- 
ager, succeeding A. N. Steele, ap- 
pointed advertising manager of 
Standard Oil Co. of Indiana, Chicago. 


Chrysler Forges Ahead 


Total shipments by all divisions of 
Chrysler Corp., Detroit, in May 
were 124.1 per cent of May, 1931. 
Production for the first five months 
of 1932 was 8.2 per cent above the 
same period in 1931. 


Hold Display Show 


Mergenthaler Linotype Co., New 
York, is sponsoring an exhibition of 
basic motion mechanism for ani- 
mated advertising displays at the 
McGraw-Hill Bldg. 
continue until July 1. 


Describe Foreign Media 
Specialties Division, Department 
of Commerce, has issued a revised 
list of advertising media in Brazil. 


Supplements have been issued for 
Italy, Netherlands, Belgium and 
Sweden. 


Start Paper M. agazine 


Paper Makers Chemical Corp., Wil- 
mington, Dela., subsidiary of Her- 
cules Powder Co., has begun publi- 
cation of “The Paper Maker,” a bi- 
monthly magazine for mills. 


Represents Farm List 


California Counties Farm Bureau 
Monthlies have appointed A. H. Bill- 
ingslea, New York, as eastern adver- 
tising representative. 


“Paint Review” Bi-Weekly 


Paint, Oil and Chemical Review, 
Chicago, heretofore a weekly, will 
become a fortnightly with its June 
16 issue. 


Get Shredded Wheat 


National Biscuit Co. has placed 
advertising of Shredded Wheat with 
Batten, Barton, Durstine & Osborn, 
New York, effective July 1. 


The show will . 
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ADVERTISING AGE 


20 ADVERTISERS 
DEMAND CUT IN 
BUDGET OF U. S 


(Continued from Page 1) 


known to officials responsible for the 
conduct of public affairs, federal, 
state and municipal. A group of 
men at the head of a number of 
large industrial organizations have 
decided to make their own views 
known and to urge the public to 
take a more active part in public 
business.” 


Parade of Presidents 


Others who will divert part of 
their radio time to this project are, 
with their spokesmen: 

Armour & Co., T. G. Lee, presi- 
dent; The Best Foods, Inc., Clarence 
Francis, vice-president; Canada Dry 
Ginger Ale, P. D. Saylor, president; 
Carnation Co., E. A. Stuart, presi- 
dent; Chrysler Corp., Walter P. 
Chrysler, president; Colgate-Palm- 
olive-Peet Co., Charles S. Pearce, 
president; Corn Products Refining 
Co., G. M. Moffett, president; Cream 
of Wheat Corp., George B. Clifford, 
president; Cudahy Packing Co., E. A. 
Cudahy, Jr., president; General 
Foods Corp., Colby M. Chester, presi- 
dent; 

H. J. Heinz Co., Howard Heinz, 
president; Pepsodent Co., Kenneth 
G. Smith, president; Pillsbury Flour 
Mills Co., J. S. Pillsbury, president; 
Procter & Gamble Co., R. R. Deu- 
pree, president; Quaker Oats Co., 
Douglas Stuart, president; Socony- 
Vacuum Corp., C. E. Arnott, presi- 
dent; Goodyear Tire & Rubber Co., 
Paul W. Litchfield, President. 


Remington Plans 


Juvenile Campaign 


Following introduction of the Re- 
mie Scout, a simplified portable type- 
writer retailing at $29.75, Reming- 
ton Typewriter Co., Buffalo, will be- 
gin a juvenile campaign, using de- 
partment stores exclusively as out- 
lets. 


Circle X Picks Comer 


Russell C. Comer Advertising Co., 
Kansas City, will direct the adver- 
tising of Circle X, Inc., formed at 
Joplin, Mo., to manufacture “Sa-So” 
tooth powder, tooth brushes, denture 
cleaner and denture brush. 


BLOOD OF KINGS 


This young fellow claims to be a di- 
rect descendant of Leo, king of 
beasts. 


Ten Million 


Dogs in U. S. 
Eat Regularly 


Chicago, June 10.—The appear- 
ance of several manufacturers of 
dog rations in general magazines has 
called attention to the surprising 
size of this market. Dog World, 
Chicago, estimates there are 10,000,- 
000 dogs in the United States. 

About 40 per cent of this number 
is in the East, with the remainder 
equally divided between West and 
South. 

Some dog owners are able to take 
their ownership calmly, while others 
devote most of their time to it. In 
Chicago, for instance, there are 
many dog devotees who spend most 
of their leisure traveling from one 
dog show to another. 

Every city of importance has a 
kennel club, made up of owners of 
canines, and the larger ones have 
two or more. Many dog owners, in- 
furiated by claims made by others 
who assume themselves to be more 
fortunate, have withdrawn from the 
ordinary kennel clubs, however, to 
dedicate their social intercourse ex- 
clusively to dogs of the same breed 
as their own. 


Registration Holds Up 


These organizations are known as 
specialty clubs, and as time goes on 
and the debate as to the relative 
merits of different breeds grows 


EX 


room, Hotel 


Phone IRonsides 6-8900 when 
you get to New York and a 
visit will be arranged. 


| CHICAGO 


you must not miss at the 


Advertising Convention 
June 19 to 24—New York City 


uau 
EXHIBIT A —Window Display Group Exhibit, 
Reception Room, Advertising Club. 


1 
EXHIBIT “B’ —Near entrance to Grand Ball- 
Waldorf-Astoria. 


"shop-window," changed daily to show the progress of 
Window and Store Display. 


EXHIBIT — —at Einson-Freeman plant, Long 


Island City, N. Y. ‘Display Street''—a block-long mod- 
ern shopping thoroughfare, showing what America's 
leading industries are doing in Store Display today. 


Specializing 
in Wind OWand 


store display 
adverfising 


EINSON-FREEMAN CO.., INc. 


LITHOGRAPHERS 


HIBITS 


The Einson-Freeman 


NEW YORK 


JUNE ADVERTISING IN MAGAZINES 


1931 1932 
Standard (Agate lines) 
Atlantic Monthly..... 9,993 5,976 
Current History..... 2,646 1,771 
Forum and Century.. 8,472 4,383 
Golden Book......... 11,350 2,800 
Harper’s Magazine... 14,089 9,466 
Review of Reviews.. 18,702 6,127 
Cg er 7,202 5,835 
World's Werk.....0- 14,021 7,325 
Total Group........ 86,475 43,683 
Flat 
BIRGER 4i0'00:0s060 32,311 21,381 
American Boy........ 16,266 9,598 
American Girl....... 5,423 5,461 
BE ccandesdeseneses 3,124 1,654 
OT 2 a 18,604 14,606 
eS 6,393 4,058 
Cosmopolitan ........ 36,196 27,561 
BEE écewddoceeesevens 7,731 5,586 
Everysirl’s ....cccece 3,731 2,499 
BAGO cecocsecseccocecs 11,472 6,250 
Motion Picture...... 15,358 13,979 
Open Road for Boys.. 6,345 6,149 
Parents’ Magazine... vcave 11,642 
pc cideanas 25,344 17,210 
Physical Culture..... 14,483 11,805 
ReGbOOK .ccccscceses 18,378 16,558 
St. Nicholas,..<..cee- 4,230 4,336 
Total Group....... 225,389 180,333 


Women's 1931 1932 
en EE TUTTE Ce 36,054 26,814 
Farmer’s Wife....... 15,362 9,795 
Gentlewoman ....... 4,838 4,941 
Good Housekeeping.. 59,500 52,966 
Harper’s Bazaar...... 66,388 42,874 
OS ae 20,813 11,428 
Household Magazine. 13,584 10,685 
Ladies’ Home Journal 69,485 46,117 
are 45,704 39,922 
Mother’s-Home Life.. 2,972 2,807 
| 5,921 3,925 
Pictorial Review..... 37,878 18,899 
ig Rg SOT eee 32,803 26,387 
Vogue (Semi-Monthly) 75,230 56,249 
Woman’s Home Com- 

COR tia ce abe ee 56,301 35,815 
Woman’s World...... 9,926 8,435 

Total Group........ 552,759 398,089 


Weeklies and *Semi-Monthlies (May) 


American Weekly.... 113,815 105,251 
Business Week....... 40,18 21,155 
ll 115,658 71,538 
0 Tree 24,280 12,704 
Pe icseeneeesevars 18,803 12,627 
EO aT 38,581 22,739 
Literary Digest...... 50,451 31,013 
Now Yorker. ..ccccce 110,102 72,438 
Saturday Evening Post 297,526 162,164 
WE cis eu ee ceekenss 85,188 70,841 
*Town and Country... 74,811 38,003 

Total Group........ 969,403 620,473 


The Advertising Record Company. 


warmer, more and more of these 
clubs are springing up. 

The exclusive American Kennel 
Club has only 46,800 dogs registered. 
This compares with 48,200 a year 
ago, indicating that only a few dog 
owners drop their membership in 
time of depression. 

Most dog owners, however, scorn 
the American Kennel Club and its 
insistence that a dog be pedigreed. 
The owner and the dog, it is in- 
sisted, form a sufficient family cir- 
cle, in which the rule is fifty-fifty. 
If need be, it is said, the owner goes 
hungry and the dog eats. 

In the A. K. C. registration, Bos- 
tons lead all other classes, with 
10,589. Wires are second, chows 
third and pekes fourth. There are 
76 breeds including the Siberian 
husky, a newcomer to this country. 

The large majority of dogs enjoy 
comforts missed by some human be- 
ings. Every city dog must have a 
collar and leash. Most owners have 
separate combs and brushes for 
their pets. Food is an important 
item. In cold weather, many dogs 
are equipped with warm coats and 
in summer they are taken to the 
barber, unless the owner has a pair 
of clippers. 

Special preparations to kill fleas, 
cod liver oil, wire fencing, and dog 
houses are other accessories re- 
quired by a dog owner. 


Van De Mark Leaves 
Health-O-Quality 

Curtis W. Van De Mark has re- 
signed as president of Health-0- 
Quality Products Co., Cincinnati, 
selling his interest to other mem- 
bers. After July 1 he will have no 
connection with the company. 

He joined Health-O-Quality Feb. 
1, 1926, as vice-president in charge 
of advertising and was made presi- 
dent Jan. 1, 1929. The company 
sells direct to the consumer through 
agents. Mr. Van De Mark is presi- 
dent of the Advertisers’ Club of Cin- 
cinnati. 


Roessler, Wisconsin 
Leader, Passes Away 


Oscar F. Roessler, 72, Jefferson, 
Wis., for many years head of the 
Wisconsin Press Association, died 
June 7. 

He pioneered in stabilizing adver- 
tising rates of country newspapers 
and was an early advocate of circu- 
lation audits in this field. 


O. K. Davis Dies 


Oscar King Davis, 66, secretary of 
the National Foreign Trade Council 
since 1917 and well known publicist, 
died of heart disease at the Law- 
rence Hospital, Bronxville, N. Y., 
June 3. 


Edits “Diesel Power” 


Effective July 1, Lacey H. Mor- 
rison becomes editor of Diesel 
Power, New York. He was formerly 
Diesel editor of Power. 


Maxwell Heads Bank 


Lloyd Maxwell, first vice-president 
of Roche, Williams & Cunnyngham, 
Chicago, has been re-elected presi- 
dent of the South Ashland National 


Bank of Chicago. 


Friends Made 
In Advertising 
Win for Field 


Des Moines, Ia., June 9.—The vic- 
tory of Henry Field in the primary 
for the Republican nomination for 
United States Senator from Iowa, in 
which he defeated Senator Smith W. 
Brookhart and a number of other 
well-known politicians, is attributed 
to the popularity he has won as a 
radio broadcaster. 

Mr. Field, who is 61 years old and 
operates a seed business at Shenan- 
doah, is also proprietor of Station 
KFNF. The station is one of the 
most unusual in the country, and 
appeals especially to the farmers and 
other rural folk, doing a rushing 
business on seeds, implements, baby 
chicks and about everything else 
that a farmer wants. The programs 
and the commercial broadcasts are 
couched in a homely style which 
seems to get over with remarkable 
effectiveness. 

Indicating the popularity the sta- 
tion has won, it is reported that 
1,000,000 listeners petitioned the 
Federal Radio Commission for a bet- 
ter wave length for KFNF, while 
250,000 messages of congratulation 
were received when the station had 
a radio “birthday party.” 

Mr. Field calls KFNF “The 
Friendly Station,” and says his 
political success is due to the fact 
that he has made a lot of friends. 
He canvassed farmers only and re- 
ceived nearly 50,000 more votes than 
Brookhart. This is the first time 
Broadcaster Field has ever run for 
office. 


Hamilton President 


of Kansas Outdoor 


Wm. D. Hamilton, Hutchinson, 
was elected president of Outdoor 
Advertising Assn. of Kansas at the 
annual meeting at Topeka. Amos A. 
Belsley, Wellington, is vice-president 
and R. K. Hinkson, Topeka, secre- 
tary-treasurer. 

National director is R. F. Robin- 
son, Leavenworth, other directors 
being Fred R. Corbett, Emporia; J. 
L. Kuhns, Arkansas City, and W. J. 
Stroup, Garden City. 


Fenger-Hall Will 
Both Sell and Bill 


Fenger-Hall Company, appointed 
national advertising representatives 
for Inglewood (Cal.) Daily News, 
will handle all billing and collect- 
ing on national advertising. 

This detail will be cleared through 
the San Francisco office. 


Checker Has Agency 


Checker Taxi Co., Boston, has 
placed its advertising with Dorrance, 
Kenyon & Co., Boston, who will use 
newspapers and radio. 


Potter on Trip 


Harold Potter, advertising man- 
ager of Welch Grape Juice Co., West- 
field, N. Y., is making a 5,000-mile 
swing through Southern markets. 


Your Customers 


To Have and 
To Hold 


By 
WILLIAM R. JOHNSTON 


Copyright 1932, U. S. A. 


Chicago, June 9.—“We flatter our- 
selves that we know our customers 
very well.” This statement was re- 
cently made by a shrewd business 


This is the first of a series of fifty-two 
articles directed to manufacturers who 
have plants, policies, products and pur- 
poses and who are willing to work, 


friend. “Furthermore,” he went on 
to say, “I have a feeling that a lot 
of our inefficiency is born of the fact 
that we know our statistics, but our 
customers not at all.” 


My experience is that nothing 
could be basically truer. The aver- 
age manufacturer knows how much 
his principal accounts bought from 
him last year or last month and 
little more. The jobber knows his 
retail accounts in the same super- 
ficial way. But how much real vital 
knowledge as to how the customer 
runs his business, how he displays 
and sells goods, how he buys and 
how he plans ahead—does the aver- 
age manufacturer possess? Or the 
average jobber? Unless you actu- 
ally know your customer and are 
using what you know to sell him an 
increasing percentage of his require- 
ments, you are kidding yourself 
when you call him “My customer.” 


You may be selling him a small 
percentage of his requirements, 
while your competitors sell him the 
bulk of what he buys. He is one of 
your accounts, but before you can 
call him your customer, in the real 
possessive sense of the word, you 
need to get closer to him, discover 
how to sell him more and bind him 
to you with tighter, more profitable 
bonds. 


Remove Wastes 


I will gladly offer suggestions as 
to how you can find out where there 
may be distribution wastes in your 
business. I can help you eliminate 
them. But I have no cureall. 


The minute you decide that you 
want to begin changing the accounts 
on your books into customers— 
your customers--I can help you. 
Which means exactly this. Your 
present accounts can be made to see 
an obvious and distinct advantage 
in concentrating their buying with 
you. What is more, they can be 
convinced that this policy of concen- 
trating with you will enable them to 
escape immediately from conditions 
that are now costing them sizable 
sums of money. 


Executives of worth while manu- 
facturing and jobbing concerns are 
invited to send for my new book, 
“YOUR CUSTOMERS — To Have 
and To Hold.” There is no obliga- 
tion and no salesmen to follow it up. 
All you have to say on your letter- 
head is “All right, Mr. Johnston, I 
will be glad to receive a copy of 
your new book,” and it will be sent 
to you promptly. 


Wm. R. Johnston, President 

Sales Promotion Company, 

1441-1442 Merchandise Mart, 
Chicago, Illinois. 
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ART WORK JUSTIFIES STRONG COPY CLAIMS HELPS SALESMEN PUT STORY OVER - 


ae enter erste enter i= 


This photograph for use in salesmen's literature won third award for 

the America se Group of Insurance Company at the exhibit at 

the Bismarck Hotel, Chicago, last week. Depicting "reckless driver," 
it was made by Underwood & Underwood. 


MAGAZINES INVADE DRUG CHAIN 


The claim of Bonwit Teller stores, of New York and European cities, that their sportswear is "as 

distinctively your own as though you stood and had it woven on you" is given plausibility by this photo- 

graph by Anton Bruehl, New York. The original is included in the New York Art Directors’ exhibit, 
on display in the Marshall Field Galleries, Chicago, until June 18. 
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VINE-GLOW PICTURES == ae mt fa on 
mm SPIRIT OF VINTAGE DD oy 
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Display used by Futura Publications, Inc., New York, in its successful 
test in Liggett drug stores. 


PACKAGE HERALDS BEAUTY IDEA 


Col. The Hon. Chutney Corker- 
Corker, V. C., whose monologue 
makes copy for the Vine-Glo 
Corp., New York, is the creation 
of James D. Herbert, New York 
artist, who has loaned the original 
to the New York Art Directors Now that milady admits the necessity for day and night powder, 
Lyon & Healy, Chicago music house, are varying their advertising by Club for its current Chicago show. Vadsco Sales Corp., New York, is asking why not matched powder? 
using unusual artwork created by the art and photo division of Pontiac The agency is Calkins & Holden. The package wnhaiiea the idea was designed by Arthur Allen, 
Engraving & Electrotype Co. collaborating with Mitchell-Faust-Dickson & Wieland, Chicago. 
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